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Rough Proofs 


Gladys the beautiful receptionist 
gays she supposes agency men 
either retire young or stay on and 
concentrate on their stomach 
ulcers. 

i 


Tom Dewey will go to the Chi- 
cago convention not only leading 
in the Gallup poll, but also in the 
number, of instructed delegates, 
and some cynics think maybe this 
is cause and effect, 


2 a 


Billy B. Van, who used to lay 
’m in the aisles, says he gets a 
few chuckles out of Rough Proofs. 
When you can extract a belly 
laugh from a comedian who can’t 
even say, “Now I’ll tell one,” that’s 
something. 


+? 2 


Speaking of funny men, Gene 
Flack is now in charge of Loose- 
Wiles advertising, and some bright 
salesman ought to persuade him 
to sponsor a comedy program 
starring a laugh-maker named 
Gene Flack. 


y Wry 


Leo McGivena says‘ that back 
in the days of ancient Greece, the 
recruiting sergeant showed the 
boys his armor and the girls his 
muscles. Doesn’t seem as if things 
have changed so awfully much. 


7 > + 


Adolphus Busch says the duty 
of national advertisers in war time 
is to spread information and in- 
spiration. That’s the best way to 
get the people to give out with 
perspiration. 


vvwy 

A Chicago advertising man has 
a plan for a telephone campaign 
to promote war bond sales, and 


the phone number will be just 
mo right for the job: VICtory 


vw, V 


“Do women,” asks the Chicago 


Tribune, “look bigger to you 
today?” 

Well, a lot of them who wear 
cks do. 


a a 


The Paul M. O’Neill Detective 
Agency is getting into the market 
research field, and William F. 
Bland thinks this proves, but posi- 
lively, that crime doesn’t pay. 


2 oe 


Business men attending conven- 
tions talk about free enterprise, 
aid newspaper editors and pub- 
lishers talk about free press, while 
the reporters who sit through their 
Seeches talk about free lunch. 


es eS 


_Anews weekly says that success 
M its field depends on knowing 
Where to go for news before it is 
news, Where’s that, the office of 
W M. Kiplinger? 


» > ¥F 


Mel Ott, who has been hitting 
all those home runs at the Polo 
Grounds, would like to sign a 

Onial for the vitamin prod- 
dey he’s getting a shot of every 
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w« PATTERSOW-SARGENT = (Of) 


FLATLUX 15 DISTRIBUTED BY THESE LEADING OFs BEAVERS * 


HITS WATER PAINTS—Flatlux is an 
oil, not a water paint, Patterson-Sargent 
Co., Cleveland, stresses in a midwestern 
newspaper campaign just extended to 
Chicago and Kansas City. Ads list 
_local dealers. A heavy demand has 
been built up for the product. Fuller 
& Smith & Ross is the agency. 


Wheeler Withdraws 


Support for New 
Radio Statute 


Washington, June 1.—A 14-page 
NAB memorandum detailing in- 
dustry opposition to most of the 
significant passages of the recently 
revived White-Wheeler radio bill 
resulted today in a decision by Sen. 
Burton K. Wheeler, chairman of 
the interstate commerce commit- 
tee, to withdraw his support from 
the movement for legislation to 
spell out the functions of the FCC. 

Angered by the industry docu- 
ment, which called for deletion of 
the proposed ban on sponsorship 
of news broadcasts, “equal time” 
provisions and other projects which 
Wheeler fathered, the Montanan 
said he had given up the bill “be- 
cause the only regulation the radio 
industry wants is regulation of in- 
terference with it.” 

Unless NAB President Harold 
Ryan, and Don Elias, chairman of 
the NAB legislative committee, are 
able to dissuade Wheeler from this 
decision, any possibility of adop- 
tion of radio legislation by the 
a? Congress appears to be 
dead. 


Had Industry Support 


The White-Wheeler bill orig- 
inally enjoyed industry support 
before it was revised following six 
weeks of continuous hearings last 


(Continued on Page 51) 


Solid Satisfactions 


in advertising. See 
Editorials, Page 12. 
Other features: 


Adfolk in the Armed Forces........ 14 
hed sinmesttene> so00aee 12 
RAO abs bob canccedequts 37 
Getting Personal ................. 46 
Information for Advertisers......... 12 
i 32ers 42 
Photographic Review .............. 55 
Postwar Planning .................. 44 
Enid wre. donk ak cine Wowk 49 
i ED dooce sbianes tonern'eah 4 I 
Voice of the Advertiser............. 22 


Agency Billings 
Break Records; 
JWT Leading 


New York, May 31.—Announce- 
ment that Young & Rubicam’s bill- 
ings in 1943 passed the $43,000,- 
000-mark has brought evidence 
from several directions that the 
volume of various leading agencies 
is now at record levels, and going 
higher. 

The most impressive report 
credits J. Walter Thompson Com- 
pany as operating at a current an- 
nual rate of $72,000,000. Of this, 
it is said, about $60,000,000 is 
being done on 81 general and 40 
“Wall Street” accounts by Thomp- 
son’s six United States offices, and 
about $12,000,000 by the agency’s 
dozen offices in other countries. 

JWT executives refuse to con- 
firm this report. They believe that 
discussion of such large figures in- 
terferes with their “professional” 
status. But they are sure that 
JWT is the largest agency. 


Data Incomplete 


Available data, covering ex- 
penditures of advertisers in maga- 
zines, newspapers and. network 
radio, it is explained, are not ade- 
quate to show the dollar-size of 
agency operations. Expenditures 
for spot radio, for radio talent, 
outdoor, motion pictures, and pub- 
lic relations, for example, are not 
included. Neither are fees for 
such things as counsel service on 
new products. 

In addition to expansion of ac- 
counts already in the agency, JWT 
has added more than $10,000,000 
in billings in the last year by addi- 
tion of Ford Motor Company, 
Owens-Illinois Glass Company, 
much of RCA, including NBC, and 
Vimms division of Lever Bros. 
Normally, it is said, Ford spends 
direct and as its part of dealer co- 
operative advertising, about $10,- 
000,000. Today, the Ford account 
spends at the rate of about $5,000,- 
000. Lever’s expenditures for Lux 
and Lux toilet soap through 
Thompson are about $4,000,000, 


(Continued on Page 50) 


‘LABELS YOU TRUST'—This full-page 
newspaper copy last week launched a 
continuing campaign by Mandel Broth- 
ers, Chicago department store, 0 


up brand names of quality merc 
dise it offers consumers. 


Advertisers’ Aid 
fo Be Sought on 
Profiteer Rumors 


Washington, June 1.—Advertis- 
ers will be asked to do additional 
goodwill work for the United 
States soon, when the Coordina- 
tor of Latin American Affairs calls 
for support to combat rapidly 
spreading rumors throughout the 
Americas that wartime inflation in 
Central and South America has 
been caused by North American 
profiteering. 

Spread by Nazis and disgruntled 
local anti-United States factions, 
the rumors have flourished in the 
discontent that has resulted from 
price rises of as much as 150% in 
some countries. 

In asking help from advertisers, 
the Rockefeller committee will 
point out that resentment of this 
type can destroy a potential $2 bil- 
lion export market for U. S. goods 


(Continued on Page 49) 


Last Minute News Flashes 


Army Resumes Air Corps 


Enlistment Drive 


New York, June 2.—Army -air forces this week released 1,705 and 
840-line space orders to every daily of general circulation in the coun- 
try to announce that young men of 17 may again join the Air Corps 


enlisted reserve, thus resuming the 


campaign which was interrupted in 


April when advertising was used to announce that its quota was 
reached. Guyer, Cornell & Newell is the agency. 


Armour Signs to Sponsor CBS Sustainer, ‘Dateline’ 

Chicago, June 2.— Armour & Co., to promote meat products, has 
signed with CBS for the network’s sustaining series, “Dateline,” to 
start June 12 on the full network, Mondays 7:15-7:30 p. m., with a re- 


peat at 11:15 p.m. Foote, Cone & 


Belding is the agency. 


MBS, Kellogg Keep ‘Superman’ on Network 

Chicago, June 2.—Through a special arrangement with Mutual, 
“Superman,” which was to leave the air during the June-August 
period, will remain on the network Monday through Friday as a sus- 


tainer three days a week with Kell 
for Pep, on the two other days. K 


ogg Company retaining sponsorship, 
enyon & Eckhardt is the agency. 


G. Washington Introduces New Instant Coffee 

New York, June 2.—G. Washington Coffee Refining Company, di- 
vision of American Home Products, has started magazine advertising 
for a new instant coffee. First ads are appearing in June issues of 


Good Housekeeping and Ladies’ Home Journal. 


Spot radio is being 


used in eight basic markets. Ruthrauff & Ryan is the agency. 
G. Barr Cosmetics Names Hill Blackett 


Chicago, June 2.—Hill Blackett 


& Co. has been named to handle 


advertising of the entire line of nationally distributed cosmetics and 


pharmaceuticals of G. Barr & Co., 
conditioner. 


Chicago, including Balm Barr skin 


Dep't Store Puts 
$75,000 Into Ads 


on Branded Goods 


Mandel's Voices New 
Concept of Buyer- 
Seller Relations 


Chicago, June 2—Mandel 
Brothers, 89-year-old State St. 
department store which ranks 
among the nation’s top stores in 
volume (1943 net sales were more 
than $22,600,000), tomorrow will 
begin one phase of an operation 
which is designed to create a 
drastic and permanent change in 
the relations existing between the 
store and its supplying manufac- 
turers, by launching an intensive, 
continuing promotion campaign 
featuring the nationally advertised 
brand names carried by the store. 

Promotions of national brands 
by department stores are not 
unique, but Mandel’s effort along 


this line is exceptional in a num-. 


ber of respects. The brand names 
promotion is planned ahead for a 
full year, and is expected to con- 
tinue indefinitely beyond that 
period. The entire cost, which 
will be more than $75,000 for 
newspaper space and preparation 
alone during the first year, will be 
borne by the store, and appearance 
of the advertisements will call for 
no “now you help us” request to 
manufacturers. 

As a matter of fact, Mandel’s 
has made no announcement of the 
campaign to manufacturers, and 
plans none, although copies of the 
ads featuring individual brands 
will be sent to each manufacturer 
concerned after the advertisement 
has appeared. 


Starts With Full Page 


The brand names campaign will 
be inaugurated tomorrow with a 
full newspaper page featurin 
scores of nationally adverti 
brands which are on sale in the big 


Kudner Justifies 
Its Advertising 


of ‘War Babies’ 


New York, June 1.—Arthur 
Kudner, Inc., today came to the 
defense of two of its clients, Lear 
Avia, Inc., and Elastic Stop Nut 
Corporation, both of whom were 
mentioned by a Young & Rubicam 
executive in a recent speech before 
the New York State Magazine 
Representatives Club wherein he 
termed advertising by such ‘war 
baby” accounts as “a great mis- 
take” (AA, May 29). 

-.. a letter, the Kudner agency 


“Both companies need to find 
larger postwar markets than they 
had before the war, as their pay- 
rolls have increased, and both are 
making products which have a 
peacetime application. 

“These companies believe that 
advertising can create markets for 
them, as it has for thousands of 
other concerns, and in this belief 
they are running modest cam- 
paigns, in a limited list of maga- 
zines. 

“Their faith in advertising is 
being justified, as they have re- 
ceived many inquiries from sub- 
stantial prospects who hope to use 
their products after the war. 

“In the words of Patrick Henry, 
be nee be treason, make the most 
of it.’ 
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DAM A CARUOLL, 118 E 42nd St, New York (17) 


department store, and will continue 
throughout the year with two ad- 
vertisements a week in Chicago 
dailies, probably running 150 lines 
on four columns. Each advertise- 
ment will feature a single brand, 
will be set in a distinctive style, 
and will run entirely independently 
of the store’s usual selling copy. 

Copy for the series is being pre- 
pared under the direction of Sid- 
ney J. Natkin, assistant general 
manager, and brands to be pro- 
moted will cover all types of mer- 
chandise handled by the store, the 
only qualifications being that only 
branded merchandise which is 
actually available for sale at pres- 
ent will be featured, and ads for 
particular types of merchandise 
will be presented during the nor- 
mal selling seasons for that mer- 
chandise._ .- 

Mandel’s has always featured 
manufacturers’ brands, but has 
never previously run a promo- 
tional campaign devoted exclu- 
sively to brand promotion, and its 
current effort probably is the larg- 
est of the kind ever undertaken 
by any department store. 

The brand names advertising, 
spectacular as it may be, is merely 
one phase of a new concept of 


buyer-seller relationships which 
the store has determined to carry 
out, not only during the war 
period, but into the more normal 
markets which will follow. In a 
statement issued in connection 
with the inauguration of the ad- 
vertising, Lt. Col. Leon Mandel, 
who returns from a tour of duty 
with the Air Transport Command 
as general manager and vice- 
president on Sept. 1, said: 

“It is our belief that this cam- 
paign indicates our recognition of 
a new and continuing relationship 
between buyer and seller. We 
have carried this merchandise, 
most of it for years, and our rela- 
tionships with the companies have 
been of the best. These ads indi- 
cate our gratitude to our suppliers 
who are doing their best to help 
us in these trying times. They are 
also helpful to the consumer who 
is familiar with these nationally 
advertised brand names but does 
not always know where they can 
be purchased.” 


Plans Continuing Program 


“Actually,” Col. Mandel told 
ADVERTISING AGE, “these ads mark 
the beginning of an entirely new 
approach to our relations with 


manufacturers and others who sell 
to us—an approach which is influ- 
enced by wartime conditions but 
which is definitely not a wartime 
measure, in the sense that we 
have no intention of abandoning it 
when merchandise again becomes 
plentiful. There are plenty of buy- 
ers now who welcome sellers with 
open arms in the hope of getting 
merchandise. But in too many 
instances, buyers and management 
are waiting, with what patience 
they can muster, for the day when 
they can again indulge in the ‘tra- 
ditional buyer-seller relationship,’ 
and once again show s<llers who 
is the real boss. We hupe to pre- 
vent this in our store. 

“Mandel’s buyers have always 
been shrewd, hard buyers, driving 
hard for quality and price. They 
have observed the _ traditional 
buyer-seller relationship, in which 
buyer and seller too frequently 
feel that they have opposing, 
rather than common interests, and 
that it’s the duty of one person 
in the transaction to outsmart the 
other. 

“We can buy merchandise from 
a manufacturer but we must seek 
and request his interest, as such 
merchandise is bought in order 


SALES MANAGEMENT 
SURVEYS:* 


Effective Buying Income 
Indianapolis (Marion County) 


1943 ..... $860,244,000 


1942 ..... $ 86,537,000 
Increase... $173,707,000 
Retail Sales 


Indianapolis (Marion County) 


1943 ..... $332,302,000 
1942 ....- $290,496,000 


$ 41,806,000 


Increase. .. 


The 


FURST in Wally cireulation .. . FIRST 


4. £. LUTZ, Tribune Tower, Chicage (11) 


*A BUYING MARKET 
DOMINATED BY THE 
INDIANAPOLIS NEWS 


It Takes People 
to Make a Great 
Newspaper .. . 


Those who read it and . . . those who publish 
it. The reader CONFIDENCE that this great 
Hoosier Daily enjoys is the result of 74 years of 
‘tops’ in editorial and business management . . . 
of honest, straight-from-the-shoulder editorial 
policies and rigid advertising censorship. 


Four generations of Indianians have had con- 
fidence in The Indianapolis News. 


Your advertising in The News will be be- 


lieved! Your product, 


present or postwar, ad- 


vertised in The News will be bought! 


*Indianapolis (Marion County) 1943 vs. 1942 
Increase in Effective Buying Income... . .$173,707,000 
Increase in Retail Sales ............ ...$ 41,806,000 


Increase in Farm Gross Income ..... 


....$ 1,810,000 


Figures from Sales Management Survey 1944 and 1943. 


INDIANAPOLIS NEWS 
The Great Hoosier Daily, Mone, Does the Gob 


FIAST in the Hearts of Hoosierdom 


in advertising linage... 


4. F. BREEZE, Advertising 


‘ 


Director Indianapolis (6) 


that both he and ourselves may 
sell it more intelligently to the 
ultimate consumer, 

“We shall continue to expect 
our buyers to know their merchan- 
dise and to buy as well as is 
humanly possible, but we _ shall 
also expect them to change their 
attitude of mind when facing 
sellers, so that they will under- 
stand that buyers and sellers not 
only can be, but should be on the 
same team, and not on opposing 
teams. 


Work for Mutual Benefit 


“We sincerely believe that buy- 
ers — ourselves included — have 
failed to give recognition and 
practical implementation to the 
idea that we can work with sellers 
to our mutual benefit, and to the 
benefit of the consumer, instead 
of working at cross purposes. We 
are, naturally, quite selfish in this 
attitude. We think that manufac- 
turers from whom we buy know 
more about their own merchandise 
and their own fields than we can 
hope to know, because our atten- 
tion is distracted over a wide 
variety of merchandise fields, 
whereas each manufacturer con- 
centrates on a limited segment of 
the field. 

“So Mandel’s from here on— 
and I cannot emphasize _ too 
strongly that this is a continuing 
policy not designed merely to ease 
our way through merchandise 
shortages—Mandel’s from here on 
is putting its manufacturers on its 
sales team. We shall expect to 
get not only merchandise from our 
manufacturers, but to add their 
merchandising wisdom to our own, 
to gain their confidence and their 
counsel and advice. 

“In a word, hereafter we shall 
expect to work with manufactur- 
ers and suppliers rather than 
merely to buy from them.” 


]. R. Davis Named 
Sales, Ad Head 
of Ford Motor 


Detroit, June 1—In a move 
which apparently was unexpected 
in advertising and merchandising 
circles, Henry Ford II, executive 
vice-president of Ford Motor 
Company, today announced the 
appointment of J. R. Davis as di- 
rector of sales and advertising of 
the Ford organization. 

Mr. Davis has been a member of 
the company’s sales department 
since 1919, was sales manager 
from 1937 to 1939, and since that 
time has been supervisor of all 
Ford branches on the West Coast, 
with headquarters in Long Beach. 

Mr. Ford announced the move 
as “one step in rebuilding our 
sales organization for postwar op- 
erations,” a step which industry 
members say will require some 
doing. Ford has never provided 
functional titles for its sales and 
advertising staff, and has never 
heretofore had anyone with the 
actual title of advertising manager, 
for example. 

For the past several years, the 
post described as “acting as adver- 
tising manager” has also been 
vacant. It was formerly occupied 
by Fred Black, now with Nash- 
Kelvinator, and later by A. R. 
Barbier, now with MacManus, 
John & Adams, but for several 
years no one has Officially acted 
in this capacity. John Thompson, 
in charge of public relations, has 
generally been considered as “act- 
ing as advertising manager.” 


Savings League Official 
Urges Thrift Campaign 

A newspaper advertising pro- 
gram to promote thrift in competi- 
tion with ads now promoting post- 
war purchases was urged upon the 
New Jersey Savings and Loan 
League at its annual convention 
May 29 by Douglas Hall, execu- 
tive vice-president of the Irving 
Savings and Loan Society, Pater- 
son. 

Mr. Hall urged that local as- 
sociations underwrite the adver- 
tising program in addition to a 
state-wide plan of educational ad- 
vertising to offset “colorful, de- 
sire-provoking ads now appearing 
in magazines and newspapers to 
promote a demand for new and 
better cars, airplanes, washers, re- 
frigerators, radios, etc., which will 


be available later.” 


advertising Age, June 5. im 


yr WAP don 


KEEPS CONTINUITY—While Fairchilj 
Engine & Airplane Corp. goes all oy 
with this war bond ad for June issys, 
of national publications—omitting any 
commercial message—art and |g 

follow the format used for the past |j 
months. Cecil & Presbrey, New Yort, 

is the agency. 


Wrigley to Start 
War Theme Series 
in 1,500 Papers 


Chicago, June 1.—Lining up, 
total of 1,500 newspapers to hel 
spread its wartime story, . Wm, 
Wrigley Jr. Company next Mon- 
day will launch a nationwide cam. 
paign featuring useful wartim 
purposes of its famous brands of 
gum. 

Copy, to run twice a month ip 
196-line size, will appear in citi« 
of 5,000 population and up, ani 
where there are no more than tw 
newspapers to a market. In th 
larger metropolitan centers, th 
manufacturer will count on spo 
radio to explain why all standarj 
Wrigley hrands now go overseas, 
Wrigley launched its spot radi 
drive May 15 and now is using }§ 
stations, with frequency of a 
nouncements depending upon th 
size of the markets (AA, May 15) 

In its newspaper series, th 
company will show how Wriglj 
gum is used by bomber crey 
operating at high altitude, by tar 
warriors who work under exces 
sive heat, etc. All copy is signe 
in behalf of Wrigley Spearmiti 
gum, while the radio spots men 
tion both Wrigley’s Spearmint ani 
Doublemint. 

Ruthrauff & Ryan is in charge 0 
both the newspaper and spot radi 
campaigns. 


Penn Mutual Names 


Geare-Marston 
Advertising of Penn Mutual Lil 
Insurance ompany of Phila 


delphia has been placed wil 
Geare-Marston, Inc., Philadelph 
and New York agency. 

Plans for national magazine at 
other advertising are being form 
lated. 


—— 


SHOW YOUR SKILL In Getting ’ 
Vital War Message Into Every Piece 
Printing. 
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Until Harriet Beecher Stowe wrote Uncle Tom’s Cabin—human slavery was the private 
horror of a small band of intellectuals. But her dramatic realism roused the common 
man, touched the understanding and the heart of millions — and slavery was doomed. 


Every great movement in history began only when the masses of the common man 
were inspired to join. What influences him, influences the whole of society. 


And history records he is not easily influenced except when he recognizes the 
common touch with his own life and his own thoughts, his own problems. 


Up to 25 years ago—publishers had failed to reach him. Then True Story—by the 
magic of the common touch and by its simple credo, its basic sincerity, brought hitherto 
Non-existent millions of magazine circulation into being. It encouraged, helped and 
inspired, built its own multi-million audience; fostered the growth of millions more 
for other new magazines and influenced the basic pattern of other magazines, of 
movies, radio, newspapers, and advertising itself. 


At no time in the country’s history has True Story’s touch with the common man 
been so needed ...so rich in opportunity—be it for greater understanding or greater 
sales. For, now, more than ever before: 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST FORCE IN 
PRODUCING THE AMERICA WE WANT. 
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Publisher Backs 
Harvard Research 


on Ads in Dailies 


Boston, June 2.—A_ two-fold 
study on national advertising in 
newspapers to discover what they 
have to offer as an advertising 
medium and what their policies 
are in selling space was announced 
today by Dean Donald K. David 
of the Harvard graduate school of 
business administration. The sur- 


vey will be financed by a research 
grant from the Boston Herald- 
Traveler Corporation and will be 
directed by Neil H. Borden, pro- 
fessor of advertising, in association 
with Malcolm D. Taylor, professor 
of marketing at University of 
North Carolina, and other research 
men not yet selected. 


Weigh Media Effectiveness 


First phase of the study will 
cover advertising experiences of 
national advertisers, with special 
reference to selection of media, 
Prof. Borden explained. Emphasis 


will be placed on the objective 
evidence bearing upon media 
effectiveness for various types of 
products and size of appropriation, 
as well as on the attitudes of ad- 
vertisers and their agencies in de- 
termining media usage for differ- 
ent purposes. 

Secondly, the study will delve 
into marketing methods and poli- 
cies of newspapers and their spe- 
cial representatives. The project 
should be completed next summer 
and the finding published late in 
1945. 


Two Join Verne Burnett 


Charles E. Coe, formerly spe- 
cial assistant to the president of 
the Erie Railroad and before that 
advertising manager of the Dodge 
Division of Chrysler Corporation, 
and Hugo Parton, formerly copy 
chief of Paris & Peart and Camp- 
bell-Ewald Company, have joined 
Verne Burnett, who recently 
opened his own public relations 
organization in New York after 12 
years with General Foods Corpor- 
ation as vice-president in charge 
of public relations. 


“Golden Spike’’: 
Anniversary 


In 1869 Railway Age Was Already 13 Years Old! Railway Mechanical Engineer Was 37! 


HIS year marks the 75th anniversary—the Diamond 
Jubilee—of the driving of the Golden Spike, the 
joining of the transcontinental railways at Promontory 
Point, Utah, May 10, 1869. Since that historic occasion, 
the railroads have played a major role in the develop- 
ment of this country . . . opening vast new areas to those 


Go to Milwaukee 


and Birmingham 


New York, May 31.—Milwa: 
Advertising Club and Birminghas 
Advertising Club were anno 
today as winners of first aw 
for achievements in advertisj 
publicizing and promoting the war 
program, in a competition SPon-. 
sored annually by the Advertising 
Federation of America. 

The Milwaukee club, w 
president is Les Hafemeister, jeg 
clubs in cities of more than 309 000 
population, with second Dlace 
going to Advertising Association 
of Houston, headed by Thomas E 
Hawkins. In cities with less thay 
300,000 population, the Birming. 
ham Club, Stanley M. Erdrej 


'| president, was first and Advertis. 
-i|ing Club of Springfield, 
|| headed by William R. Mason, gep. 


ond. 
Honorable mention among Clubs 


Riin larger cities was given 


Philadelphia Club of Advertisin 
Women, headed by Lillian Cohen 

_Willard D. Egolf, National Asso. 
ciation of Broadcasters, is chair. 
man of the AFA War Advertising 
Committee; Edwin S. Friendly 
New York Sun, is chairman of the 
jury. 


Standard of California 
Appoints M. A. Maites 


M. thony 
Mattes, most 
recently with 
the Office of 
Price Adminis. 
tration, has 
been appointed 
advertis- 
ing manager of 
Standard Oil 
Company of 
California, San 
Francisco. Mr. 
Mattes was for- 
merly with 
Blackett - Sample - Hummert, Inc,, 
and business manager of Norman 
Bel Geddes, industrial design or- 
ganization, as well as an advertis- 
ing executive of one of New 
York’s large department stores, 


M. A. Mattes 


Fat Salvage Drive 
Hits Quota; Continues 


The fat salvage campaign hit its 
quota for the first time in April, 
with 18,098,000 pounds, and is ex- 


AFA Club Awards 


period, these railway business publications are playing 
a big part in providing the “know-how” for meeting the 
greatest demand for transportation in, all history! 


The four Simmons-Boardman railway publications com- 
mand confidence and recognition among railway men 


pected to deliver more than 20, 
000,000 pounds in May, the Ameri- 
can Fat Salvage Committee re- 
ported last week. Since last No- 
vember, national collections have 
trebled. 

A $1,000,000-a-year campaign, 
through Kenyon & Eckhardt, is be- 


The 


Th 


ing continued in every English 
language newspaper in the coun- 
try and in foreign language news- 
papers, to combat a possible sum- 
mer slump. 


who pioneered in American industry and agriculture. 
Today, the railroads are making history in handling a 
record-breaking war-time transportation job. 


as the main centers of technical and business news of 
the industry. They enable you to select and reach the 
particular railway men who are important to you, for 
each publication serves one of the several branches of 
railway activity and each one has a specialized audience 
of key railway men. One or more will meet your railway 
selling needs now, and in the new and greater post-war 
era of railroading to come. 


From its earliest days, the railway industry had had its 
business papers: the Railway Age, established 1856, ante- 
dates the “Golden Spike” event by 13 years . . . and 
Railway Mechanical Engineer, established 1832, by 37 
years! These papers, along with Railway Engineering 
and Maintenance (1884), and Railway Signaling (1908) 
serve railway men as “supply lines” for ideas and infor- 
mation that aid in the tremendously important task of 
efficiently operating and maintaining the greatest net- 
work of railroads in the world. During this crucial war 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams Street, Chicago 3 Terminal Tower, Cleveland 13 
National Press Bldg., Washington 4, D. C. 300 Montgomery St.. San Francisco 4 
1038 Henry Bldg., Seattle 1 


530 W. 6th St., Los Angeles 14 
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Grow along with us! 


225,000 ABC! 


MEMBER OF, THE YOUTH GROU? k 
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a _ | @ . =e M a ss Housin g site a COLLEGES 
vdvenat ~ @ PUBLIC INSTITUTIONS 
con e YMCA’s and YWCA’s 
ve @ RAILWAY SYSTEMS 
vertising e STEAMSHIP LINES 
7 e PUBLIC BUILDINGS 
Fran e OTHER INSTITUTIONS 
; and . » for the duration of ¥ war—in addi- 
nie |A BIG Market of BIG Consumers... Sera Oey oa eras Pot 
= effort. 
fice a 
Point The institutional market as a whole totals 9’ billion dollars. who are now advertising to this huge market through 
ard oi It includes all products,. equipment and supplies which INSTITUTIONS Magazine are using the most effective 
co. it are used in mass feeding and mass housing operations. and most economical means of approaching these big 
cert Be, Those who are responsible for the major purchases in consumer buyers. These manufacturers are not only 
eign a this market, are the readers of INSTITUTIONS Maga- enjoying the immediate benefits of this market... they 
stores. zine. These are the buyers by whom this 9’4 billion are also building for themselves a preferred position 
dollars will be spent. among institutional managements in the post-war period. 
ues 
we These are the men and women who depend upon INSTITUTIONS Magazine is the only publication through 
e Ame INSTITUTIONS Magazine for authoritative assistance which you can reach all related divisions of the insti- 
ons a in solving their immediate and post-war problems. .. for tutional field. If your present or contemplated products 
ae product information they must have in directing their have an application to this field, your advertising mes- 
yt planning and buying on a practical and sound basis. sages in the columns of INSTITUTIONS Magazine 
ey . will gain for them the kind of acceptance they must have 
Manufacturers of mass feeding and mass housing products to share in the 9’ billion dollar institutional market. 
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New | New Ration Plan Will 


' Health | Education Program Be Fairer with Food AD V E RT | § | N C A C E N C Y 


To determine the size and extent of the post-war mar- 
ket in the institutional field, INSTITUTIONS Magazine 
has conducted a survey among over 50,000 hotels, hos- 


} 


pitals, schools, colleges, restaurants and other types of 


ar) fi as ae : sh 
—— — — a MM A Gc A t nt a5 N ” cre institutions. The findings of this survey—which have 


been presented in booklet form—are of special interest 
to all manufacturers now serving or planning to serve 


ae oe 900 Prairie Avenue, Chicago 16, i rans aoe 


100 PER CENT MORE IN 19 


PA 
‘Overhauls Institutional Ratio INSTITUTIONS MAGAZINE 


this field. To obtain details on this survey, or for in- 


formation on the application of your products to the 
mass feeding and mass housing market, consult your 


advertising agency or write to Institutions Magazine. 
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Strike of Network 
Musicians Averted 


A threatened strike of engineers 
and technicians on NBC and Blue 
Network stations was averted June 
1 when the American Federation 
of Musicians and the National As- 
sociation of Broadcast Engineers 
and Technicians, involved in a 
jurisdictional dispute over whether 
it requires a musician or a tech- 
nician to operate the turntables 
that play records, decided to abide 
by a WLB order to maintain the 
status quo until NLRB can settle 
their dispute. 

AFM, which already has its 
members operating turntables in 
Chicago, is insisting that similar 
jobs in other cities be performed 
by members of the musicians’ 
group. 
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Nielsen Expands 
Research Service 
fo Cover Canada 


Chicago, June 1.—The A. C. 
Nielsen Company, world’s largest 
marketihg research organization, 
has announced a policy of expan- 
sion based on increased demands 
for this type of information. The 
first step in the expansion program 
is the establishment of a Canadian 
service to provide the Nielsen Food 
and Drug Index on the same basis 
as it is operated in the United 
States and the United Kingdom. 

The company announced also 
that the index type of market re- 
search, based on continuous store 
inventories, would be expanded to 
other industries and to other coun- 
tries, so that it is entirely probable 
that Nielsen service will ultimately 
be available on a worldwide basis, 
insofar as the primary commercial 
nations are concerned. 


The A. C. Nielsen Company of 
Canada Ltd. has been formed to 
provide service in the Dominion, 


with J. P. Napier, vice-president of } 


the parent company, as president 
of the Canadian subsidiary. Head- 
quarters have been established at 
80 Richmond St., W., Toronto. The 
following clients and products will 
be served: 


Lists Starting Clients 


Bayer Company Ltd., seltzer-as- 
pirin; Carter Products, Inc., deo- 
dorants, laxatives; Colgate-Palmol- 
ive-Peet Company Ltd., toilet soap; 
Charles E. Frosst & Co., headache 
remedies; General Foods Ltd., cof- 
fee, ready-to-eat cereals; Lambert 
Pharmacal Company (Canada) 
Ltd., dentifrices; Lever Brothers 
Ltd., bar laundry soap, packaged 
laundry soap, toilet soap; Thomas 
J. Lipton Ltd., soup, tea; Pro-phy- 
lac-tic Brush Company (Canada) 
Ltd., toothbrushes; Sterling Prod- 
ucts Ltd., laxatives. 

In commenting on the establish- 
ment of the Canadian service, the 
Nielsen Company said that the gen- 
erally accepted view is that Canada 
will increase in importance after 
the war. The fact that it has sharp 
sectional differences in buying 


one does it-in Philadelphia 


One newspaper goes home in the city of homes .. . is read daily by 
4 out of 5 Philadelphia families. Has a circulation in excess of 


600,000, which is the largest evening newspaper circulation in 
America. It is the primary advertising medium for any manu- 
facturer who is interested in the Philadelphia market. One 
newspaper — and that newspaper is The Evening Bulletin. 


In Philadelphia— nearly everybody reads The Bulletin 


INDUCTION 
CENTER 


Free ‘Pony Edition’ 


Advertising Age, June 5, 1944 


for Men in Service 


To secure copies of the new “Servicemen’s Pony Edition” of Apvg. 
TISING AGE for former employes or co-workers now in service, addregg 
requests to Editor, ApverRTISING AGE, 100 E. Ohio St., Chicago, accom. 
panied by this statement: ‘“‘We agree to mail copies of the Servicemen’s 
Pony Edition of ADVERTISING AGE promptly upon receipt each month to 
the following men and women in the service:” (list here names ang 
ranks of servicemen to whom the paper is to be sent, and whether they 
are overseas or in this country. DO NOT include their addresses o, 


APO numbers.) 


The first issue will be ready June 15. Published monthly. Copies 
are free, and you may have as many as you require. 


habits and customs likewise em- 
phasizes the desirability of market- 
ing data. 

Indicating a general..expansion 
in the demand for market research 
and the opportunities of qualified 
organizations in this field, A. C. 
Nielsen, head of the company, 
made the following comments: 

“As the pendulum of emphasis 
prepares to swing from production 
back to marketing, we note a 
steeply climbing demand for mar- 
keting research services. 


Research Grows in Value 


“Almost daily we receive inquir- 
ies from companies which never 
before gave’ serious consideration 
to a thoroughgoing marketing re- 
search program. And numerous 
other companies, which have been 
using research to guide a portion 
of their marketing programs, are 
seeking now to apply marketing 
research to all phases of their 
manufacturing and_ distribution 
operations. 

“This increasing dependence on 
facts as a foundation for decisions 
augurs well for an expanding—but 
efficient and sound—economy in 
the days after the war is won and 
industry undertakes the challenge 
of postwar reemployment. Also, 
this trend places a crystal-clear re- 
sponsibility on marketing research 
men to expand their facilities, to 
improve their methods, to make 
everlastingly sure that the in- 
creased use of research is an in- 
creased use of sound research!” 

Another direction in which the 
Nielsen services will be expanded 
is in the development of new con- 
sumer research techniques, involv- 
ing newspaper and magazine read- 
ership and consumer buying habits 
and preferences. The Nielsen 
Radio Index, based on the use of 
the Audimeter by 800 families, will 
also be expanded and perfected. 


Addressograph Names 
Metz to New Post 


Henry L. Metz, 
advertis- 
ing manager 
of Addresso- 
graph - Multi- 
graph Corpora- 
tion, Cleveland, 
has been ad- 
vanced to head 
of the com- 
pany’s depart- 
ment of educa- 
tion, in which 
post he will 
work with the 
company’s field organization. Mr. 
Metz, who has been with Address- 
ograph since 1925, was manager of 
the German subsidiary, overseas 
manager, and manager of the 
methods department before head- 
ing the advertising department. 


H. L. Metz 


U.S. Acts Against 
Winthrop Chemical 


In a criminal information filed 
in federal court in New York re- 
cently by U. S. Attorney James 
B. M. McNally, Winthrop Chem- 
ical Company, subsidiary of Sterl- 
ing Drug, was charged with wide 
distribution of contaminated med- 
icinal supplies, which resulted in 
the death of one person. 

Theodore G. Klumpp, president 
of Winthrop, denied that two of 
the company’s products—distilled 
water and dextrose or sugar solu- 
tion—did not conform to the 
standards of the U. S. Pharma- 
copeia in that they contained py- 
rogens, undissolved material or 
mold. 


Negro Publishers Meet 


The fifth annual convention of 
Negro Newspaper Publishers As- 
sociation will be held June 15-18 
at the YMCA, 180 W. 135th St., 
New York. 


_ 


Sees 12 Billion 
Dollar Postwar 


Construction Boom 


Chicago, May 30.—In the first 
postwar year “we will be operat- 
ing at a rate of 12 billion dollars 
of construction of all types,” Wij. 
liam Muirhead, Durham, N. ¢, 
president of the Associated Gen. 
eral Contractors of America, tolg 
the group’s governing and ad. 
visory board at its spring meeting 
here yesterday. 

“Within five years after the ter- 
mination of hostilities,” predicted 
Mr. Muirhead, “the yearly total of 
construction by general contrac. 
tors should reach a rate of 20 bil- 
lion dollars. Such volume would 
provide jobs for from six to eight 
million persons or from 4% to 
64% million more than are em- 
ployed by the industry now.” 

Mr. Muirhead warned against 
expecting “miracles in postwar 
construction,” although saying that 
the industry has gained much in 
speed, economy and efficiency dur- 
ing the war. He said experience 
gained in executing the 35 billion 
dollar war construction program 
has given the industry ability to 
do an even greater job. 

The governing board of the 
association is comprised of three 
men from each of 12 districts in 
the country representing building, 
highway and heavy and railroad 
contractors. More than 3,000 gen- 
eral contractors are association 
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Women 
Prefer 
Chatelaine 


*A magazine edited for 
ae married women in 
nglish-reading Canada. 


* Reaches one in every four 
urban families, 


* The direct way to ensure 
your share in Canada’s 
expanded consumer pur- 
chasing power. 


* Published by The Mac- 
Lean Publishing Com- 
pany Limited, largest 
magazine publishin 
house in Cheah. ; 


Chatelaine 


The Canadian Woman’s Magazine 


481 University Ave., Toronto 2, Canada. 
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400,000 OF THESE 


+ “NEIGHBORHOOD SALESMEN 
INTERESTED IN YOUR COU 


In Communities from Coast to Coast They‘re 
Getting Ready for Postwar NOW! 


400,000 neighborhood salesmen! Folks, that’s a 
sales manager's dream. Nevertheless, that’s what 
the readership of Mechanix Illustrated does offer 
advertisers. For when our readers get steamed up 
about what you make—believe me, they will sell 
it for you. 


Advertising Director 
Fawcett Pustications, Inc. 


ye don’t hear so much about coupon clippers 
these days. Not the Wall Street kind. 


But there’s another kind of coupon clipper that is 
“in the market” right up to his neck. 


Instead of clipping coupons from bonds, he clips 
them from the ads in Mechanix Illustrated. 


He wants to know all about what you make. Once 
he finds out all about it, he will buy it. And once he 
buys it, he will sell it—day after day, month after 
month—in his own neighborhood or community. 


No other kind of hobbyist is so avid, so enthusi- 


FAMOUS WORKSHOP HOBBYISTS 


Warren K. Friar, of Westinghouse 
Electric Elevator Company, lives in 
Mamaroneck, N. Y., in a little house 
he mostly designed himself. Makes 
life easier for wife and family with 
scores of built-in worksaving gadgets 
(says it’s more fun to make than to 
buy). Gets most of his design ideas 
from Mechanix Illustrated. His 
power-too: workshop in the basement is in line for some 
important new postwar equipment. 


astic, so willing to talk his neighbor’s ear off about 
your product, as the neighborhood Mr. Fixit who 
knows how to build things, repair things, make 
things work. He is the best informed man about 
postwar gadgets in all America. 


Over 400,000 of these “neighborhood salesmen” 
are newsstand purchasers, each month, of this 
magazine of ours. Our advertisers know them well, 
and advertise to them year in and year out. The 
fact that our editorial policy is aimed directly and 
exclusively at these neighborhood salesmen is at- 
tested by the following facts: 


“Mechanix Illustrated has the largest news- 
stand circulation in its field in America. 97 out 
of every hundred buy their copies at news- 
stands. Three years ago we averaged 170,000 
circulation at 10c. Our delivered average for 
1943 was better than 400,000 per month, at 15c. 
In the first six months of 1943 alone, we gained 
47.7% circulation. In the same period we pulled 
936 primary readers per advertising dollar.” 


Try us yourself in 1944—and watch how we pull 
in coupons for you. 
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One of the Great Family of Fawcett Magazines 


FAWCETT PUBLICATIONS INCORPORATED 


NEW YORK 18: 1501 Broadway ... CHICAGO 1: 360 North 
Michigan Avenue... LOS ANGELES 14, Pacific Mutual Build- 
ing, Edward S. Townsend Co...SAN FRANCISCO 4, Russ 
Building, Edward S. Townsend Co. 
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British Agencies 
Fight Move to Cut 


Out Commissions 


London, May 6. — Advertising 
agencies marshalled their forces 
this week to fight the latest move 
to abolish agency commissions, 
following a memorandum issued 
by the British Engineers’ Associa- 
tion to members advocating that 
instead of allowing a discount to 
agencies, media should reduce 
their rates by the amount of the 
commission and agencies should be 


BOOKLET MAILED 
EXECUTIVES GN REQUEST — 


paid for their services by adver- 
tisers. 

This suggestion would tend to 
base competition between agents 
upon price, charged C. Anstice 
Brown, secretary of the Institute 
of Incorporated Practitioners in 
Advertising, which includes the 
majority of national advertising 
agents. He added that it “is in 
direct conflict with the agreement 
between advertising agents and 
the Periodical Trade Press and 
Weekly Proprietors’ Association 
as well as with their agreement 
with the Newspaper Proprietors’ 
Association and the Newspaper 
Society.” 

Mr. Brown recommended that 
“members who have clients who 
are members of the British Engi- 
neers’ Association may like to take 
occasion to point out to them the 
disastrous consequences which 
would ‘follow the adoption of the 
suggestion.” 

Object of the association’s move, 
it was said, is to bring about a 
better presentation of engineering 
advertising. When replies from 
members have been received, the 
group plans to meet with repre- 
sentatives of publishers. How- 
ever, it has been suggested that 


association members themselves 
do not feel that the present custom 
of granting agency commissions 
should be altered. 

The policy has weathered pre- 
vious attacks from those who 
asked why media should pay for 
services rendered, not to them, but 
to advertisers. Usual agency com- 
missions in Britain are 10% and in 
some cases 1244% and 15%. Serv- 
ices include creating, planning and 
preparing copy and roughs, order- 
ing and checking, but not finished 
drawings or cuts. Some market 
research is often provided as part 
of the agency’s services, but addi- 
tional charges are made for elab- 
orate studies. Some advertisers 
pay the agencies a “service fee” 
in addition to the commissions 
allotted by publishers. 


JWT Promotes Fritz © 


Martin Fritz has been promoted 
to the media department of J. 
Walter Thompson Company, Chi- 
cago, as an assistant to George 
Pearson. He is_ succeeded as 
financial advertising representa- 
tive by Fred H. Gray, formerly 
western representative of Com- 
mercial and Financial Chronicle. 


Why MILL & FACTORY 


Is Always ‘On Top of the Play” 


1. the main reason why MILL & FACTORY is always 
“on top of the play” ... always in a position to know just 
what plants and just which plant executives have the 
best long term promise for the advertiser .. . is because 
MILL & FACTORY circulation is entirely in the hands 
of Industrial Distributors’ salesmen. 


2. Unlike canvassers, these Industrial Distributors’ sales- 
men don’t limit calls to plants that are easy to reach. 
. . and since there 


They go anywhere. . . everywhere . 


are more than 1200 of ’em, there’s scarcely a worthwhile 
plant on the map they don’t visit once a week or oftener. 
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3. They don’t give a plant the “once over lightly” either. 
They give it the “works” . . . spend most of their time out 
. working shoulder to shoulder with the 
men who do the actual specifying, and with the men 
formulating the plans which will become the basis of 


in the shops. . 


tomorrow’s buying. 
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4, Working from the inside, these salesmen know plant 
buying set-ups like nobody else. They know when 
changes are coming! And what they learn they pass on 
to MILL & FACTORY promptly. For the Industrial 
Distributor pays for every copy, and naturally wants it 
to go where it will do him most good. 


5. That's the big advantage of using MILL & FACTORY 
- you get distributor-controlled coverage, coverage that 
is as flexible, as responsive to trends, as precisely geared 
to the needs of the times as industry itself. Keep “on top 
of the play” — with MILL & FACTORY. Give this wide- 
awake magazine top place in your 1944-45 industrial 
advertising schedule! 


remem co nme ner 


CONOVER-MAST PUBLIC 


CONOVER-MAST CORPORATION — 205 East 42nd Street, 
New York, 17; 333 North Michigan Avenue, Chicago, 1; 
Leader Building, Cleveland, 14. Duncan A. Scott & Co., 
West Coast Representative, Mills Building, San Fran- 
cisco, 4; Western Pacific Building, Los Angeles, 15. 
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“Coffee and...” in Canteens! 


"The steaming coffee pot... the 
plate of doughnuts .. . and the cheerful 
smile of the Canteen worker is bringing 
hope and inspiration to many a man in 
our Armed Forces. 


ON 


Boy 
ANOTHER 
Bond! 
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2 ACME BREWERIES Sen Prencince 


ne the high 1.Q. (It Quenches!) 


BREWER FEATURES COFFEE—Acme Breweries, San Francisco, whose news 
paper series features many factors contributing to the war effort, plays up 
another beverage in this latest —- Brisacher, Van Norden & Staff handigaam 

the account. 


‘Plastic Paint’ 
Deals Hit by Better 
Business Bureau 


Chicago, June 1.—With high- 
pressure promoters giving a black 
eye to development of legitimate 
“plastic paint” manufacturing and 
merchandising, the Chicago Better 
Business Bureau went forward this 
week with its debunking of false 
claims in the field. 

From many inquiries reaching it, 
the Bureau said, it isn’t the $64 
question bothering home owners 
this spring, but three questions— 
(1) what is plastic paint?; (2) is it 
any good as an exterior paint?; 
(3) how long will it last? 

After consulting authorities in 
the paint manufacturing field and 
competent laboratory technicians, 
the BBB said it learned that the 
term “plastic paint” appears to be 
loosely used by some of the trade 
to cover practically any kind of 
paint; so-called “plastic paint” may 
be either good or bad, according to 
the formula; and no resinous or 
other substance now being used in 
“plastic paint” justifies any unusual 
claims regarding its length of life 
as outside house paint. The Bu- 
reau said its warning does not 
apply to interior paints, lacquers 
and varnishes. 


Public Is ‘Ripe’ 


The public has been led to be- 
lieve that it may expect phenom- 
enal results from “plastic paint,” 
Bureau officials said, and as a re- 
sult “is ripe picking for unscrupu- 
lous salesmen and contractors who, 
not satisfied with misrepresenting 
their paints, promise home owners 
the paint jobs will not cost them a 
cent, eventually.” These practices, 
resulting in scores of complaints, 
promise home owners their places 
can be used for exhibition purposes 
and that the “advertising manager” 
has authorized a special price for 
the job — 30% below the regular 
price, provided the contractor can 
erect an “Exhibition Home” sign 
on the site. Prospects also are of- 
fered $25 commission for every 
additional home owner who signs 
a paint contract, but the catch is 
that every customer is approached 
with the same story. 

The Bureau said that while it is 
doubtless true that some outside 
house paints are “plastic paints” 
of good quality, because the for- 
mula is good, others represented as 
“plastic” are low in quality “and 
have already resulted in justified 
complaints” less than a year after 
application. 

Meanwhile, a reliable Chicago 
manufacturer long engaged pri- 
marily in supplying private label 
brands, Great Lakes Varnish 
Works, has started consumer ad- 


the “interior finish of the future.” 
The product, “a new scleroplast 
coating” sold only in white at $5.95 
per gallon, is described as an en- 
tirely new type of finish, made 
with synthetic resins. Despite the 
flood of so-called plastic paints on 
the market, this company has 
found its limited consumer opera- 
tions to date highly successful and, 


when supplies are available, may 


vertising for its new Plastic-Namel | | 
in the Chicago area, hailing it as| | 


extend its newspaper advertising 
and dealer promotion to of 
markets. 

Great Lakes is promoting mm 
tionally* its Plastic-Lak, linolegg 
finish for which it claims adyay 
tages over most other lacquer 
and varnishes. Trade publicatigy 
copy for this product has already 
been launched. 
Advertising has been hand 
by J. R. Hamilton Advertising 
Agency, which, however, is resign. 
ing the account effective June 3), 
No successor has been announced, 
Hamilton is also agency for Na 
tional Chemical & Mfg. Company, 
Chicago manufacturer of Lumina] 
and other casein and_ synthetic 
resin paints. 


Sky-Rite Plugs 
Lighter Letters 


in Wider Drive 


New York, June 1.—Agen 
Paper Company, which last \- 
vember started its first consume 
advertising in national magazingj 
for Sky-Rite air-mail stationery 
is expanding its campaign to og 
national publications, which Wi 
include Collier’s, Life, Newsweam 
New York Times Magazine, Ti 
The American Weekly, The Sal 
day Evening Post and This Wem 
Twenty-eight line space is usm 
with copy urging readers to @ 
the economical, postage - savilj 
light-weight air-mail stationgg 
The trade-marked writing paper 
distributed all across the couni™ 
and the company makes it a Dom 
to ask dealers to give at least 
of their display space for the Dam 
uct to emphasis on the Sky-am 
trade name. 
Business papers in the om 
equipment and stationery fieldm 
also used to call attention ofm 
trade to the consumer advertisig 
while several drug trade publ 
tions are also on the sched 
Lee-Stockman is the agency. 
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‘Promenade’ Appoints 

Promenade Publications, I 
York, has appointed Royal &@ 
Guzman, New York, to handie® 
advertising, and plans a prom 
tion program via business Daye 
and direct mail to empia 
Promenade’s national value. 


Russell in New Post © 

W. L. Russell, for the past @# 
years executive assistant ## 
city editor of the Pittsburgh F™ 
has been named editorial dit 
of American Aviation, in adam 
to supervising three other pula# 
tions of American Aviation A 
ciates, Washington, D. C. 


THE 10 BILLION” 
POST-WAR 
BUILDING 
MARKET 
| will be 70% controlled by 
ARCHITECTURAL MEN & 
The bes? way to reach them 
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The symbol shown below appears on the cover of all 
the magazines of the National Comics Group. Through 
a long and intensive program of public education, it 
has come to identify the finest of comic magazines. 
Adults and young people alike welcome the high 
standards for which it stands. 


As long as there is life, there is laughter . . . laughter that refreshes : 
the spirit. From that long-ago day when Man first climbed out of the | 
mud and looked up at the stars, bumor has run like a golden thread ' 


~ ww 
ie al 
ww 


through the fabric of life. 
L ) 


In recent years, it has been considered rather clever to say “Comics aren’t comic anymore.” 
True enough, “comics” (as a word) has come to represent any story told in strip continuity 
form .. .. and; true enough, the majority of the 30-million-plus magazine comics read every 


month are devoted primarily to action-packed adventure. 
But ‘Comics aren't comic anymore’’ is a glittering generality ... and not quite true 


Humor is a basic ingredient in the balanced editorial fare of the National Comics Group. 
In three specific ways, humor is woven through the editorial pattern: 


1. Jn adventure stories—Readers enjoy high comedy when Superman exclaims, “Just thought I'd drop in!”. . . as 
he smashes through a roof to confront the startled villain. Such debonair good-nature has been proven to be 


an integral part of Superman’s top-ranking popularity among comic readers. 


2. In adventure magazines — Among the basic adventure stories, such as Superman, Batman and Wonder 
Woman, are the humor features... Handy Andy, Private Pete, Super-Sleuth McFooey and many others. 
These comical characters rank high in the affections of readers. 


3. In all-bumor magazines—In the balanced reading pattern of National Comics Group magazines are comics 
that are funny from cover-to-cover. The perennially-popular Mutt & Jeff has recently been supplemented by 


All-Funny Comics and Funny Stuff . . . two more all-humor magazines. 


Thus, the twenty-one magazine comics that comprise the National Comics Group provide a 
measure of sparkling, rib-tickling humor, as well as wholesome, spine-tingling adventure. The 
succegs of the balanced editorial content of the National Comics Group is best indicated by 
this single fact . . . more than 10,000,000 copies per issue sold on American newsstands. 


Incidentally, The National Comics Group is the largest 
unit of newsstand circulation in the magazine field. 


The National Comics Group 


+ 


AMERICA’S FAVORITE MAGAZINE COMICS 


ACTION BOY COMMANDOS MORE FUN 

ADVENTURE COMIC CAVALCADE MUTT AND JEFF 

ALL AMERICAN DETECTIVE SENSATION > 
ALL FLASH FLASH STAR SPANGLED é 
ALL FUNNY FUNNY STUFF SUPERMAN oF 
ALL STAR GREEN LANTERN WONDER WOMAN 
BATMAN LEADING WORLD'S FINEST 


Represented Nationally By 
RICHARD A. FELDON & CO., 420 Lexington Avenue, New York City 
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State and City to 
Use Manpower Ads 


The War Manpower Committee 


of Hartford has agreed to sponsor |? 


jointly with the Connecticut Vic- 
tory Manpower Commission a 
series of full-page newspaper ad- 
vertisements urging workers to 
seek jobs in the ball bearing in- 
dustry, where a critical shortage of 
labor exists. Trailers for movies 
will also be used. 

The cost of the advertisements 
will be borne by ball bearing 
manufacturers. 


Bass Luckoff Appointed 
Axel Brothers, New York, 

jewelry, has appointed Bass Luc- 

koff, Detroit, to handle promotion. 


National and women’s magazines 
will be used. 


Simplifies Copy Fitting 


handy card eliminates word counting 
Merely set typewriter as indicated on card 
and 8-pt., 10-pt. and 12-pt. copy goes line- 
for-line as you type it. Your copy blocks 
Especially fine for newspaper 
Money back if not a, 

one by every typewriter. Per card $1. 
Order from Gordon Smith Advertising Care: 


ice, Liberty Building.” Yakima, Washington. 


Harvester Plans 
Packaged’ Farm 


Cooler Equipment 


New Lines After 
War Seen as Aid 
to Dealer Security 


Chicago, May 31.—A _ postwar 
line of refrigeration equipment for 
farms that will consist almost 
entirely of packaged units com- 
pletely built and assembled at the 
factory, is contemplated by Inter- 
national Harvester Company, it 
was disclosed this week. 

Aside from seeing in the farm 
refrigeration field a tremendous 
opportunity for increasing sales, 
the company also views in it a 
means of providing dealer security 
by supplying its outlets with a 
wide enough line to achieve good 


sales volume every month of the 
year. 

Packaged units, 
cials point out, will eliminate 
much of the installation and 
after-sales service problems com- 
monly confronting dealers in the 
sale of this type of equipment. It 
is planned to design and produce 
the equipment primarily for the 
farm market. 


New Products Developed 


Engaged for the last decade in 
making farm refrigeration equip- 
ment, the company has been con- 
stantly developing new improve- 
ments and products. Its plans are 
not entirely crystallized as to what 
it will offer after the war. Offi- 
cials say the public’s mind, now 
influenced considerably by war- 
time scarcities of food, will change 
after the war. 

Much of the food that will be 
stored in the coolers probably will 
be of “commercial pack,” the com- 
pany believes, which may well be 
set up on a national basis of dis- 
tribution that will enable the 
owner of low-temperature storage 
equipment to purchase frozen 
packaged food for families at a 
very attractive price, competitive 


company offi- 


symbol of 
superstition 


Frenzied dancing to jungle drums. . 
offerings to Congo dieties . . . fetishes, charms, 


potions. . 


ease. Today, superstition, even in its 


sible forms, is being surely supplanted by en- 


lightenment. 


Champion of modern health education, HYGEIA, 
famed health magazine of The American Medical 
Association, every month brings to over 117,000 


subscribers authentic, up-to-the-minute 
personal and family hygiene. 


study and reference. 


patients waiting in 17,000 doctors’ 
rooms are reading HYGEIA each month. 


HYGEIA appeals to a select, influential group of 
readers. Above average in health interest. Above 


average in education. Above average 


ing power. If your product or service has a health 


slant, consider the 
means for you. 


very profitable. 


. » Everybody knows that these ancient 
rituals of Voodoo had no real power to heal dis- 


Of these, 75,000 
copies go into exceedingly health-minded homes. 
In 25,000 schools, colleges, and health groups it 
is the Number One health magazine for classroom 
And more than a million 


advertising potential 


. sacrificial 


more plau- 


counsel on 


reception 


in purchas- 


this 


Other advertisers are finding it 


HYGEIA Clicks! 


One 


HYGEIA 


THE HEALTH MAGAZI 


eg es hy lat 


$35 NORTH 


~ DEARBORN 


Advertiser says: 


. . The cost for selling our product through 
Hygeia was $1.13 less than the average cost for all 
the national publications in which we advertised.” 


NE of the AMERICAN, MEDICAL ASSOCIATION 


STREET | 


Gute Rae 


ea: — 


to present canned foods. An in- 
creasing demand on the part of 
the housewife to have the refrig- 
erator located in her kitchen, or in 
an adjacent room but on the same 
floor, is expected to govern the 
size of the equipment. As a result, 
Harvester hasn’t yet determined 
the cubic volumes of the various 
units to be built. 

However, it is developing fur- 
ther refinements of farm freezers 
of both the chest type and reach- 
in type for low temperature freez- 
ing of food. It plans a complete 
line of these types, powered with 
semi-hermetic (enclosed _ type) 
condensing units, which will be 
expertly styled. It also intends to 
produce low-temperature compart- 
ments as well as motor truck re- 
frigeration units and a series of 
serviceable hermetic condensing 
units for trade requirements. 

Harvester first introduced its 
present immersion - type milk 
cooler in 1934. Other applications 
were soon discovered for the ma- 
chine, such as for water coolers, 
and from this developed a demand 
for varied types of refrigeration 
equipment—a demand that was 
partially met in 1939 by the Inter- 
national beverage cooler and water 
coolers for industrial purposes as 
well as a line of commercial con- 
densing units. 

The same year marked the com- 
pany’s entrance into the farm 
freezer field, with its REA chest 
type farm freezer. In 1940 Har- 
vester produced its first wood ex- 
terior walk-in and reach-in cool- 
ers, and the same year saw the 
first pre-production of two-tem- 
perature reach-in coolers, which 
were used in field tests. 

An improved two-temperature 
reach-in cooler was built in 1941, 
selling at a list price of $450, with 
an operating cost of about $3 per 
month. Before the company could 
swing into production, WPB 
stopped manufacture of all com- 
mercial refrigeration equipment. 

However, in 1942 Harvester de- 
veloped a two-temperature blood 
bank cooler of the reach-in type 
and produced a quantity of them 
for civilian and military hospitals. 


‘FARM JOURNAL’ SETS UP 
INFORMATION EXCHANGE 


Philadelphia, May 31.—A bureau 
for the collection and dissemina- 
tion of information about electric- 
ity and its relationship to agri- 
culture will be opened June 1 at 
420 Lexington Ave., New York 17, 
by Farm Journal & Farmer’s Wife. 

Pointing out that there is con- 
stantly increasing nationwide in- 
terest in rural electrification, the 
magazine declared that the bureau, 
to be known as the Rural Electri- 
fication Information Exchange, 
will collect, analyze and index all 
information now available on the 


QUI-PERFORMS 
COSTLIEST | 
SHORTENINGS 


EXPANDS CAMPAIGN — With | this 
copy Swift & Co., Chicago, opened an 
extensive drive for Silverleaf brand lard 
—which bowed in test markets in 1940 
—in more than 100 newspapers, with 
radio and outdoor supplementing the 
campaign (AA, May 29). J. Walter 
Thompson Co. is the agency. 


uses of electricity on farms. This 
data will be made availabie on 
request to farmers, manufacturers, 
advertising agencies, wholesalers, 
farm electrical dealers, utilities, 
all REA agencies and cooperatives, 
agricultural schools, experimental 
stations, county agents and the 
press. 

Frank E. Watts, with the Jour- 
nal for the past three years as an 
executive assistant specializing in 
the study of farm electrification, 
will be in charge of the exchange. 


Dotted Liners to Golf 


Chicago Dotted Line Club will 
hold its annual golf party, a spe- 
cial invitation affair for agency 
guests, at Bob-O-Link Golf Club, 
Highland Park, Ill., June 16. 


Hassler Joins WPEN 


Dorathea <A. Hassler, former 
assistant promotion director for 
WKNE, Keene, N. H., has been 
named ‘publicity director of WPEN, 
Philadelphia, effective June 1. 


Escanaba Press 
Iron Mountain News 


CHICAGO 1 
35 E. Wacker Drive 
Phone: STAte 7942 


papers in the group covering Michigan's Upper Peninsula. 


Welcome to our New Member 


THE HOUGHTON MINING GAZETTE 


Marquette Mining Journal 
Sault Ste Marie News 


Jt Growing! 


First there were THREE 
Then there were FOUR 


NOW there are FIVE 


Over 50,000 combined circulation. No duplication. These 
papers are metropolitan in their markets. 


A 3,000 line schedule in all FIVE papers costs only $840.00. 
Excellent merchandising service to advertisers. 


Phéne or write 


SCHEERER & CO. 


NEW YORK 17 
441 Lexington Ave. 
Phone: MUrray Hill 2-2423 


confli, 
Period: 
News a 
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UNCLE SAM — NEW 


HIPPING MAGNATE 


bau 


REST OF WORLD 


61 ym i < oe ig : the WORLD d 
— 45,000,000 _ 
TONS , - 


pie on 
turers, 
salers, 
tilities, 
‘atives, 
mental 
id the 


fb wil Every week some extra-important fact or 


agency 
f Club, 
6. 


or fa trend is photo-charted and dramatically 


revealed to our 200,000 subscribers by 


Every week and week after week the im- 
means of a PICTOGRAM (ritie rez. u. s. Pat. oft.) puts. tee 6 attaad- tits an 


| analyzed in pictures, Pictograms and in 
4a. 


simple English — clear, crisp, concise. 


E an invention of The United States News a 


" 


se + . During these times of 
conflicting impressions, such 

)0. Periodicals as The United States iad bss Important and busy _— “nF they 

News are very helpful to those 

attempting to gather a clear 

inderstanding of current events." 


°. L. Jacobson, General Manager y Daniel W. Ashley 
, — e 6 y, 
CHRYSLER EVANSVILLE ORDNANCE PLANT | i * e BR l Cc T OG & A M S es «© © © © ® ss we we eee Vice President in charge of Advertising 
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NEWS OF NATIONAL AFFAIRS—more than ever important in the periods that l1te ahead F 
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Satisfactions in Advertising 


The prospective retirement of 
Raymond Rubicam, plus those of 
other brilliant and _ successful 
agency men who have withdrawn 
from the business in recent years 
while at the height of their 
careers, raises some _ interesting 
questions as to whether advertis- 
ing is deficient in the solid satisfac- 
tions which go along with finan- 
cial success in most other fields. 
Is there something deeper and 
more significant here than the 
mere desire to escape business 
routine? 

There is no doubt that the 
mental and nervous strain which 
frequently accompanies agency 
work collects a heavy toll. Are 
advertisers’ demands, both busi- 
ness and personal, out of propor- 
tion to their importance, so that 
the agency executive is too con- 
stantly absorbed in the details of 
maintaining satisfactory personal 
relationships with his clients? 

Another factor is the appraisal 
of the professional services of the 
advertising man in terms other 
than money—the feeling of having 
contributed something worth while 
to the general welfare. Weariness 
with the petty details of purely 
competitive selling sometimes cre- 
ates what one great copy man who 
retired from the advertising busi- 
ness described as “the advertising 
heebie-jeebies.” He added that in 
that frame of mind he wasn’t too 
much concerned with whether the 
consumer bought Cream of Wheat 
or Quaker Oats. 

Yet we are sure that advertising 


men, in their professional capaci- 
ties, can render public service of 
great value. The work of numer- 
ous agencies Which have handled 
government advertising campaigns 
during the war period, on a volun- 
tary and non-profit basis, must 
have given those who participated 
a sense of real accomplishment. 
And there are many other oppor- 
tunities for work of a non-com- 
mercial nature which would yield 
far more in these terms than in 
money. Professional counsel of a 
college, a hospital or some other 
civic or cultural institution, many 
of which are badly in need of just 
such assistance, offers wide scope 
for genuinely satisfying service. 

As advertising becomes more 
scientific and agency service 
reaches a higher level of profes- 
sional standards, we believe that 
petty demands on the time and 
personal attention of agency ex- 
ecutives will decline. The sound 
and solid accomplishments of 
established agencies enable their 
principals to divorce themselves 
largely from personal contact work 
which in many branches of ad- 
vertising still represents an im- 
portant and demanding part of 
sales and service operations. 

Advertising, as a vehicle for 
mass education, can do so much 
for business and the public that it 
should ultimately be able to offer 
all of the pride and pleasure in 
achievement which can be experi- 
enced by those who win worth 
while success in any field of human 
endeavor. 


Labor's Point of View 


One of the reasons why copy 
men struggle so long and unsuc- 
cessfully with the problem of how 
to write advertising about the free 
enterprise system which is both 
understandable and convincing is 
that in too many cases the writer 
does not understand the resist- 
ances against which he is working. 
In other words, he is not suffi- 
ciently familiar with the point of 
view, the reasoning or even the 
prejudices of workers and the 
general public to be able to pre- 
sent the case in terms which they 
accept as genuine and pertinent 
to their own personal problems. 

That is why we were interested 
to note that among the speakers 
who addressed the recent annual 
convention of the Associated Busi- 
ness Papers were two men of- 


 ficially representing organized 


labor. They were able to give this 
group of publishers a frank insight 
into the way in which leaders of a 
large body of Americans think. 

Organized workers now number 
more than 13,000,000. As con- 
sumers they represent a consider- 
able part of the market for many 
products, and as citizens they are 
in a position to play an important 
role in making momentous deci- 
sions as to future national poli- 
cies. | From any standpoint they 
are too important not to be under- 
stood. Business and advertising 
men may find it worth while 
to expose themselves more fre- 
quently to those who are in a posi- 
tion to explain and interpret the 
hopes and ambitions of workers. 
Maybe, after enough contacts of 
this kind, the free enterprise story 
would write itself. 


Chicago Times, Inc. 


"| anticipate a tremendous boom in this number, the minute the war ends!" 


Ready for D-Day 

KMOX, St. Louis, has sent us 
a weighty package giving details 
of the preparations that station 
has made for informing its listen- 
ers when the invasion of Europe 
takes place, and we are tremen- 
dously impressed with the detailed 
thought which has been given to 
nailing down every person’s duties 
and functions. There are 22 type- 
written pages of instructions, in- 
formation and detailed orders, in- 
cluding copies of the material 
worked up by CBS itself, and leaf- 
ing through the material certainly 
impresses one with the amount of 
thought, time and effort which is 
required merely to be prepared to 
handle a major news break. 

One of the things that interests 
us most about the KMOX setup 
is that the station has agreed to 
phone a number of individuals and 
organizations, including the city 
schools, the minute the invasion 
flash comes through. Included on 
this list are clients and agencies, 
as well as city and state officials. 

It’s a strange thing that news- 
papers don’t visualize the tremen- 
dous opportunities for impressing 
both readers and advertisers which 
such news situations offer. The 
news services and the individual 
papers have set up equally minute 
plans for handling D-day news, 
but apparently they have been 
doing things like this for so long 
that it never occurs to them that 
anyone outside the shop might be 
interested in knowing the details. 


Praises Master Minds 

Robert P. Vanderpoel, financial 
editor of Hearst’s Chicago Herald- 
American, found the announce- 
ment of winners in the Pabst ppst- 
war competition an opportune 
moment to make a comment which 
seems rather interesting. Noting 
that 11 of the 17 winners were 
“government men,” Mr. Vander- 
poel said: 

“We cite these figures because 
of, the piffle that flows*from some 
sources to the effect that there are 
only ‘small minds’ in Washington, 
bureaucrats, men whose interest 
is hhanging.onto government pay- 
roll jobs. 


“Those who know the facts 
know that this is not so. They 
know that nowhere else in the 
world are there gathered more 
men unselfishly devoted to na- 
tional service. 

“The Pabst awards, we submit, 
are evidence of this situation, evi- 
dence that a great ‘deal of good 
hard thinking is taking place in 
the nation’s capital by men intent 
not on destroying America but 
rather on making the United 
States a better place in which to 
live.” 

Yes, that’s what he really said. 


Jottings 
Fruit by telegraph is the latest 
wrinkle. National headquarters 


are at Fruit Telegraph Delivery 
Service, Atlantic City, and delivery 
is promised in any city in the 
U. S. in a few hours... 

Must be an awful letdown for 
any of our lady soldiers, sailors or 
marines to walk into a store and 
ask for a pair of “oomphies.” 
Latest ad by La Marquise Foot- 
wear, New York, shows a G. I. 
Jennie relaxing and pointing to 
just that—oomphies, which it says 
is the fastest growing line of in- 
door casuals... 

Sherwin - Williams and Newell- 
Emmett Company are determined 
to make the most of their mind- 
reading radio act. They’re offer- 
ing hotels cards for installation in 
elevators, which say: “Sorry, our 
operators are not Dunninger, the 
master mentalist. Please call your 
floor. Incidentally, you can hear 
Dunninger on the Kem-Tone mir- 
acle radio show every Wednesday 
night, 9 to 9:30, EWT—the Blue 
Network.” .. 

Publicity dept. of McCann- 
Erickson in New York put out 


press releases to the trade an--. 


nouncing Joseph Armstrong had 
joined the agency’s creative dept. 
as a “gag” man. And then fran- 
tically began calling the various 


papers by phone requesting that|': 


“gag” 'man be deleted from the re- 
lease. Their calls were too late 
for some papers, and if the gag’s 
not on Mr. Armstrong, it certainly 
must ‘be on someone over at de- 


te 
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The following documents mg 
be secured without charge from 
companies sponsoring them, 9, 
through ADVERTISING AGE, by 
national advertiser or advertising 
agency executive writing on hig 
business letterhead. 


No. 2344. Unpublished Data on 

the Pulp and Paper Industry, 
Annual purchases in the paper 
industry of repair, maintenance 
replacement and processing mg. 
terials are listed in this report pre. 
pared by the staff of Souther, 
Pulp and Paper Journal. 


No. 2345. There’s a Woman Wait. 
ing for You. 

Woman’s Home Companion re. 
minds advertisers in this booklet 
that the woman’s market is a vita] 
factor in postwar prosperity, 
which must be sold and kept sold. 


No. 2346. 
Future. 


Pointing to Des Moines as “the 
food capital of the postwar world,” 
this brochure issued by three 
Cowles stations, KRNT, Des 
Moines, WMT, Cedar Rapids, and 
WNAX, Yankton, reveals that 
Iowa ranked first in national farm 
income last year. It includes 34 
pages of coverage and mail maps 
of the stations, along with sheets 
on farm statistics, program availa- 
bilities, listening indexes, tele- 
phone surveys and other informa- 
tion. 


The Territory of the 


No. 2347. 
Payoff. 
Importance of the distribution 
and advertising of grocery prod- 
ucts, as well as its part in the local 
marketing picture, is stressed in 
this new brochure prepared by 
the Philadelphia Record. 


No. 2227. 
ship. 


Starting its third year with a 
circulation in two million homes 
in 15 markets, Parade has issued 
this brochure, which reports on its 
family readership position and ex- 
plains the gains accomplished. 
Full of illustrations with figures 
indicating reader traffic as meas- 
ured in an L. M. Clark survey, 
the brochure also includes a list 
of advertisers who have used 
Parade. 


No. 2250. Facts for ’44. 

Metal Progress has issued this 
booklet, which points out the im- 
portance of the metal engineer— 
whatever his precise title—as th 
man who knows metals, specifies 
the metal to be used in a product 
and determines its processing and 
fabrication. The booklet reports 
on the publication’s continuing 
survey of reader interests, ané 
shows how editorial content * 
geared to appeal to supervisors 0 
metal production. 


No. 2270. Exploring with Crossley. 
This booklet, issued by Station 
WGY, Schenectady, contains 
the details of a Crossley rount 
the-clock survey of radio listeniNé 
in the area of eastern and cen 
New York and western New Ens 
land known as the “Hudson Ci 
cle.” Graphs and charts show P& 
centage of listeners tuned to each 
station, ratings for half-how 
periods, the pattern of listening ® 
leading cities, and so on. 


No. 2245. America’s Negro Marke! 
Ts Growing. 

The David J. Sullivan Neg? 

Market Organization has iss 

this folder, which outlines 

scope of the Negro market, tabv 

lating 1940 population and 1 


The Purchase Is the 


Leadership in Reader- 


corous Mc-E. .. 


income in the major cities. 
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Yes, NBC looks for needles in haystacks 


—and, what’s more, finds them. Not easily, 
not often—but the search is never ended. 


Week after week, NBC audition men, 
with ears trained to spot the gifted, listen 
to those who believe they have talents which 
qualify them for radio. 


Thousands are heard yearly ... bank 
clerks, charwomen, soldiers, debutantes and 
professionals . . . “‘Pop-Singers,” baritones 
and coloraturas. Regardless of who they 
are or where they come from, NBC gives 
every applicant a try-out. 


And not only does NBC give a hearing 
to all who apply; its talent scouts go out and 
deliberately hear many more—in theatres 
and opera, in cabarets and cathedrals... 


They all tune to the 


~ National Broadcasting Company 


it’s a National Habit 


and any other place where talent, style and 
individuality might be discovered. The more 
promising are sometimes recommended to 
instructors or coaches, re-checked from 
time to time for signs of development, and 
given air-opportunities to display their tal- 
ent. The result: more than one NBC star 
has “arrived” in just this way. 
x ok * 

Scouting talent and maintaining an open- 
door policy toward the hopeful are impor- 
tant side lights in the operation of this 
network . . . demonstrating how NBC does 
a thorough job in every phase of radio. And 
it is the grand total of these things which 
helps NBC maintain its leadership, helps 
to make NBC “The Network Most People 
Listen to Most.” 


A Service of Radio 
Corporation of America 
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Hanson to Kuttner 


William T. Hanson, formerly 
with Kalom Company, has joined 
Kuttner & Kuttner, Chicago agency, 
as production manager. 


One Reason Why- 


“No Burton Browne Client 
Has a Competitor with 
Better Advertising'’ 


BURTON BROWNE 


Advertising 


§SO0 E. SUPERIOR ST., CHICAGO I - DEL. 3800 


Food Drive Renewed 


An intensified nutritional cam- 
paign, to help the home front make 
the best possible use of available 
food supplies, has been scheduled 
for September, the War Advertis- 
ing Council has announced, in re- 
leasing a new campaign guide 
booklet for advertisers, developed 
in cooperation with the War Food 
Administration and the Office of 
War Information. Main objective 
is to suggest to the public an im- 
provement in breakfast and noon 
meals for better distribution of 
daily nutritive requirements. 


Miller Transferred 


J. C. Miller, for the past eight 
years account executive in the 
Winnipeg office of Cock field, 
Brown & Co., has been transferred 


to the agency’s Toronto office. 


Crowell to Armour 


Lucius A. Crowell, Chicago ad- 
vertising executive for the past 25 
years, has joined Armour Research 
Foundation, Chicago, as chairman 
of industrial and educational uses 
of the new wire sound recorder 
developed by the institution. At 
one time he was vice-president of 
Blackett - Sample - Hummert, and 
for more than a year was business 
consultant to the OWI. 


Neally Joins BBDO 


A. W. Neally, formerly with 
Dancer - Fitzgerald - Sample and 
previously a vice-president of 
Gardner Advertising Company, St. 
Louis, has joined the San Fran- 
cisco office of Batten, Barton, 
Durstine & Osborn as executive on 
the Standard Oil of California ac- 
count. 


Joseph C. Keeley, public rela- 
tions director of J. M. Mathes, 
Inc., New York, has joined the 
Marines and reported at Parris 
Island, S. C., for “boot” training. 

Frank J. Malone, partner in 
Murray and Malone, Minneapolis, 
car card advertising company, has 
been commissioned a second lieu- 
tenant in the Marine Corps reserve 
and reported to Quantico, Va. 

Lt. Comdr. Edmund R. Gamble, 
president -treasurer of Batavia 
Broadcasting Corporation, which 
operates WBTA, Batavia, N. Y., 
has been transferred to Albany to 
take charge of the upstate branch 
office of the Third Naval District. 
Under a recent reorganization, he 


& 
aun logan Hooves 
PRECTOR 


Advertising Age, June 5, 1944 


PUBLICATION WORK—Lt. Ray Beth. 
ers, former art director for Lord 4 
Thomas, San Francisco, has been trans. 
ferred from the naval air station, Ala. 
meda, Cal., to the staff of “Recogni- 
tion,” training publication for naval 
personnel published in New York. 


will have charge in this field of all 
upstate New York. 

Maurice B. Mitchell, former na- 
tional advertising manager of the 
Knickerbocker News, Albany, 
N. Y., has been selected to receive 
specialized training at the Armored 
School Communications Depart- 
ment, Fort Knox, Ky. He has 
been in the service six months, 
W. Howard McCarthy, former 
member of the advertising staff 
of the Post-Standard, Syracuse, 
N. Y., who recently returned from 
New Georgia where he had been 
servicing guns for an_ aircraft 
ground crew, is awaiting assign- 
ment to an officers’ training school, 
He a been overseas since April, 
1943. 


Names Burdsal 


I i St Charles Burdsal has been named 
' Federal Bureay | display advertising manager of the 
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criminals wanted by the Federal Bureau of In- tion, the urban male population of the nation.) 


DELL DETECTIVE GROUP _ FRONT Pace petective 


DELL PUBLISHING COMPANY, INC., 149 Madison Avenue, New York 16, N.Y. INSIDE DETECTIVE 


« 
For latest radio information, call 


FREE & PETERS, tn 


Pioneer Radio Station Representativé 
Since May 1932 


World's largest lisher of fact-detective magazines—and detective mystery books, featuring ICAGO: Ne. Michigan...... Franklin 637 

Agatha Christie, Rex Stout, Helen Reilly, Carter Dixon, Ellery Queen ond other noted writers. H EADLINE DETECTI VE psa aie aa aah tae Plaza 5-419 
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cient : ment’s effort to conserve newsprint by limiting are truer than ever for any product you want to 
drastically the number of copies of The Sun sell in Chicago: 
Kalamazoo ° ° es 
ansas Cy Ps printed, and the volume of advertising accepted 
is-St. Paul . . : : 

ahem | for publication—yet in May, 1944, nearly 35,000 1. You need The Sun in amy newspaper eens- 

Syracuse ° . . 

ia : more copies of The Daily Sun were purchased bination to cover Chicago completely, eco- 

Daves - than in May, 1943. nomically and efficiently. 

Sanna Po People buy The Sun because they like news " 
Ral : that’s objectively presented, that includes the 2. By using 7ne Sun otane — — oe 
RK ° k of f th i er tremendous impact against America’s No. 2 
Tonanerent - ae ee ee ee ee ee ree market with a relatively small expenditure. 
wsHouts f that’s complete—from thorough foreign coverage 
phoma Ul) ° 
—  ) to thorough homemaking help. 
os A ° 
", Portland . B 66 ” 
1 Frances fs est “proof of performance” example for adver- | W : : 

. . Seattle . | . + | 7 fw 
- : tisers is Chicago’s retail store picture. In the first ‘ THE CHICAGO SUN 
call : four months of 1944, compared to the same pe- CHICAGO'S MORNING TRUTHpaper 

, Ine : riod in 1943, thirteen of the city’s leading retailers 400 W. Madison St., Chicago + 250 Park Ave., New York 
esentatives : 
Frannie : National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. » NEW YORK: 230 Park Ave. 
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“Influence 


Call it Influence, Consumer Demand or Results... 
The Chicago Sun has it. This fast-growing and 
potent force in Chicago’s morning newspaper field 
is delivering results for its advertisers. 


For more and more Chicagoans are getting 
the morning Sun habit. Newsprint is scarce, and 
The Sun is cooperating fully with the govern- 


OQ 
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increased their advertising in The Sun by 41%— 
with a score of under 1% for all other local papers. 


And in Total Display advertising The Sun’s 


increase was substantially greater than Chicago's 
other four papers combined. 


Today, The Sun is selling more influence than 
ever in the Chicago market, and these two facts 
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Bovril Appoints 


Bovril of Canada has placed its 
account with Cockfield, Brown & 


Co., Montreal. 


Issue Servicemen’s 


Papers Through Stores 


The Philadelphia Inquirer has 
begun distribution of a 12-page 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


ae IGNS OF LONG L 
wv 


St6n CO, L1MA, ONTO 


weekly pony edition, limited to 
10,000 copies, which is being dis- 
tributed each Monday for mailing 
to servicemen. It is unusual in 
that distribution is handled 
through personal requests at the 
Stern Furniture Store. 

The Evening Bulletin has an- 
nounced a similiar stunt, with its 
weekly issue distributed on Friday 
through Strawbridge & Clothier, 


department store. The Bulletin’s 
edition will be supplied in an 
envelope, ready for addressing and 
mailing. 


Bannon Is Advanced 


H. J. Bannon, with Grove Labo- 
ratories, St. Louis, since 1935, has 
been named scientific director of 
the company. He will be in charge 
of research and product develop- 
ment and control of raw materials 
and finished products, and will 
serve as scientific advisor on all 
advertising copy. 


Aviation Mart 
Will Open June 5 
in Chicago 


Chicago, May 31.—The newly 
created American Aviation Mart— 
formed to sell equipment and 
materials no longer needed by the 
aviation industry because of 
changes in design and methods— 
will open June 5 in the American 
Furniture Mart here. 

Curtiss - Wright Corporation is 
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Today, however, admen have changed their tune, now pick models who 
look like men—up-and-coming business men, he-looking professional men. 
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These were the days when the models of the men’s wear world were 
delicate dudes and dandies in tight-legged, tight-coated ready-to-wears 
which they wore with a swish and a too-sweet stance... like this! 


Because admen know that the average male animal is two 
parts copycat and two parts hero-worshipper—that he tries 
to look like the men he looks up to. 

Who are these men? They are America’s business and 
professional men: the lawyer Mr. J. Q. Citizen goes to 
when he’s in trouble—the doctor he goes to when he’s ill— 
the business men he admires. They are the men other men 


coast to coast. 


. see and copy day in and day out in towns and cities from 


These are the men you think of when you think of the 


readers of TIME. 


There are more than a million of these top-of-the- 
bottle TIME readers in America—and they have a 
tremendous buying power. Surveys show they 
have twice as much money as average Americans 
—buy four times as many suits as the average 
American. Fact is they are America’s employers 
—33 million other Americans work for them. 


These are the men who set America’s pace and who launch 
America’s new styles—these are the men who can start the 
rest of masculine America wearing new kinds of clothes it 
will be more fun to buy and to wear. 

You can talk to them best in the magazine they like best — 
in TimE, The Weekly Newsmagazine. 


AMERICA’S MOST IMPORTANT MEN VOTE TIME AMERICA’S MOST IMPORTANT 


MAGAZINE: Corporation Officers and Directors . 


...Members of Congr 


. » Men Listed in “America’s Young Men™ 
..-Men Listed in “Who's Who"...U.S. Radio Commentators... 


Mayors...Motion Picture Producing Executives... Bankers...Customers of Better Men's Wear 


Stores in New York, Chicago, and Los Angeles. 


(All these and 21 other groups vote 


“TIME is America’s most important magazine !”’) 
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the first aviation company 
enter the mart, although all of the 
other companies comprising the 
“Big Ten” of the industry are 
expected to join later, according 
to Col. Lawrence H. Whitin 
president of the furniture instity. 
tion. 

The long range plan of the ayia. 
tion mart, he explained, is to agt 
as a central location where the 
aviation industry may go to buy 
parts and supplies. He hopes the 
aviation mart will become the na. 
tional center for sale and distriby. 
tion of planes just as the furniture 
mart has been a national center 
for the furniture industry. 

J. C. Evans, Curtiss-Wright 
executive, who helped complete 
arrangements, said samples of the 
many items to be sold will be dis. 
played to enable manufacturers tp 
find goods they require. Goods 
sold from mart samples will be 
shipped from storage centers else. 
where. Purchases may be made 
by any type of manufacturer, byt 
all purchases will be subject to 
approval by governmental agen. 
cies, including the Army, Navy 
and WPB. The various items wij] 
be sold in small lots, but not under 
$500 in values, to provide the 
small manufacturer the oppor. 
tunity to get materials. 

Among the items displayed wil] 
be steel, brass, bronze and copper 
articles of various types; electrica] 
equipment; tools and_ abrasives 
and a miscellaneous collection, in- 
cluding oil, paint, dope felts, cloth, 
welding rods, tape, asbestos 
leather, hardware and_ rubber 
Curtiss-Wright, as well as other 
aviation companies, according to 
Mr. Evans, wants to dispose of 
such stores in order to reduce 
postwar inventories. 


KMTR Gets Fire Award 


KMTR, Los Angeles, which has 
just been given the National Board 
of Fire Underwriters award for 
outstanding service in the field of 
fire prevention during 1943, has 
donated the $500 award to the Los 
Angeles chapter of the American 
Gold Star Mothers. 
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VERY FEW 


HERE are very few 

major cities in the 
United States, includ- 
ing the biggest, where 
newspaper leadership 
does not occasionally 
change hands. 


No such change has 
happened in Boston 
since 1928, when The 
Herald-Traveler took 
over and began its sen- 
sational climb to na- 
tional prominence. 


Today, there are only 
three or four newspa- 
pers in America that 
speak the same lin- 
age language as The 
Herald -Traveler. 


Always First in Boston 
Often First in America 


SY 


THE 
HERALD-TRAVELER 


Boston, Massachusetts 
“~ 
George A. McDevitt Co. 


National Representatives 
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| Opera for the millions 


... without sound, too! 


WE ARE TOLD that opera is the native art of 
Italy . . . that people there know whole librettos, 
and hang breathlessly on every high note, par- 
ticipate in all the emotional pyrotechnics. . . 

Americans apparently can take European 
opera only in short seasons; or leave it alone, as 
most do. We become bored by Faust’s going to 
the devil, because he always goes the same way. 


We like more variety—without arias, decolletage 
and boiled shirts. 


But crven opera we like, our interest exceeds 
the Italians’. And the kind of opera we like is in 
the Sunday comics section! . . . The dramatis 
personae, the fast moving, constantly changing 
chapters of colorful drama are known to millions, 
followed with unflagging interest season after 
season by three out of four adults, and virtually 
all children . . . It’s silent, too, very satisfactory 
for Sunday morning! 


- 


American business has discovered also that - 
the Sunday comics section is a great advertising 
vehicle. Read regularly, at home, on Sunday, 
by both sexes and all ages, the Sunday comics 
section affords greater assurance of advertising 
reception than most general media. 


Anpv Metropouitan Group, combining the. 
massed circulations of 41 leading Sunday papers: 
—makes the Sunday comics a truly national 
medium . . . with 15,000,000 circulation, highly 
concentrated, going to half the better buying 
families in the whole national market. ' 

Metropolitan Group is now twelve years old, 
and of proven effectiveness; offers large space 
unit with four colors at low cost—one order, one 
piece of copy, one bill! Learn more about the 
most magnificent advertising opportunity in the 
Sunday comics sections! A éall to any one of our 
offices will bring the data and detail to yours. 


Comics Section Advertising in: Baltimore Sun « Boston Globe * Chicago Tribune + Cleveland Plain Dealer * Detroit News * New York News 
Philadelphia Inquirer + Pittsburgh Press + St. Louis Globe-Democrat + Washington Star + Des Moines Register »* Milwaukee Journal 
Minneapolis Tribune + St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald + Detroit Free Press « New York Herald Tribune « St. Louis Post-Dispatch 
Washington Post * opTioNnAL: Buffalo Courier-Express * Cincinnati Enquirer * Columbus Dispatch + Dallas News « New Orleans Times-Picayune-States 
Omaha World-Herald + Providence Journal + Rochester Democrat & Chronicle »* San Antonio Express + Springfield Union & Republican 
Syracuse Post-Standard + METRO PACIFIC: Fresno Bee « Long Beach Press-Telegram + Los Angeles Times + Oakland Tribune « Oregon Journal 


Sacramento Bee + San Diego Union «+ San Francisco Chronicle + Seattle Times + Spokane Spokesman-Review, * Tacoma News Tribune 


220 E. 42d St., New York 17 * Tribune Tower, Chicago 11 » New Center Bldg., Detroit 2 + 155 Montgomery St., San Francisco 4 
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Gets Norge Account 


Addison Industries Ltd., which 
will manufacture the Norge line 
of household appliances in Canada 
when production is permitted, has 
appointed F. H. Hayhurst Com- 
pany, Toronto, to handle its ad- 
vertising. 


Moser & Cotins Moves 


Moser & Cotins New York City 
Corporation has moved its offices 
to new and larger space at 420 
Lexington Ave. 


Gannett Foundation 
Directors Elected . 


Francis S. Murphy, general 
manager of the Hartford Times, 
and Harry G. Stutz, general man- 
ager of the Ithaca Journal, have 
been elected directors of the Gan- 
nett Foundation to fill vacancies. 

The foundation was established 
nine years ago to insure continua- 
tion of the Gannett newspapers as 
a group in the event of the death 
of Frank Gannett. The foundation 
would take over the common stock 


and operate the company, using 
the profits for public, charitable, 
educational and general philan- 
thropic purposes. 


AFA Elects Six 


The Advertising Federation of 
America has elected the following 
to membership: Ward Baking 
Company, Financial World, New 
York; Times, Hammond, Ind.; Pa- 
cific Rural Press, San Francisco; 
Keeling & Co., Indianapolis, and 
Eagle-Tribune Publishing Com- 
pany, Lawrence, Mass. 


Bronze Tells Story 


General Bronze Corporation, 
Long Island City, has begun a new 
series of advertisements in archi- 
tectural publications, aimed at 
solidifying its position in the post- 
war building field. Wildrick & 
Miller, New York, is the agency. 


Joins Katz Agency 

Stephen O. Machcinski Jr., for- 
merly with Headley & Reed, has 
joined the New York sales staff of 
The Katz Agency. 
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Kingsley L. Rice 
Succeeds Hildreth 
as ABP Presiden} 


Rye, N. Y., May 30.—Kingsley 
L. Rice, publisher of Power Plant 
Engineering, Chicago, was electeg 
president of the Associated Bysj. 
ness Papers at its annual meeting 
at the West- 
chester Country ee 
Club, which 
ended last Fri- 
day. He suc- 
ceeds J. S. Hil- 
dreth, vice- 
president of the 
Chilton Com- 
pany, Philadel- 
phia, who was 
advanced _ to 
chairman of the 
board. 

M. A. Wil- 
liamson, McGraw-Hill Publishing 
Company, New York, was elected 
vice-president and A. J. Haire 
Haire Business Papers, New York 
treasurer. Directors chosen were 
Arnold Friedman, Chain Store 
Age, New York; Robert H. Morris 
American Builder, Chicago; R. F 
Shrope, Baker’s Weekly, New 
York; P. C. Lauinger, Oil and Gas 
Journal, Tulsa, Okla., and E, Ff. 
Hamm Jr., Traffic World, Chicago, 


Discuss Postwar Problems 


Discussions at the convention 
centered around postwar problems 
of advertisers and how business 
papers can aid through improved 
editorial and promotion activities, 
The work of the promotion com- 
mittee, headed by Mr. Hamm, has 
been focused on the subject of 
assis.ing advertisers to do a better 
job in business paper space, and it 
was indicated that this program 
will be continued. 

W. K. Beard Jr., Electrical 
World, urged that business papers 
use their promotion space to give 
advertisers more information 
about what readers think of their 
products and their advertising, and 
Alphonse Jacs, Chain Store Age, 
described the training of publica- 
tion salesmen as workers in the 
field of the publication as a prepa- 
ration for contacting advertisers. 

M. E. Goldman, Aitkin-Kynett 
Company, Philadelphia, paid a 
tribute to the business press as a 
source of vital information on 
markets, and urged that more of 
it be made available in printed 
form. 

Editorial discussions were le 
by L. C. Morrow, Factory and 
Industrial Management; Arthur 
Anderson, Boot & Shoe Recorder, 
and Paul Wooton, president of the 
National Conference of Business 
Paper Editors, who spoke of the 
Washington situation. 


BACK 5th WAR LOAN 


New York, May 31.—As their 
contribution to the 5th War Loan 
drive, 428 business papers with @ 
combined circulation of more than 
5,000,000, will run dominant illus- 
trations on the front covers of 
June issues, picturing $100 wa 
bonds made out to “Mr. and Mt 
America, No. 1, Main _ Stree, 
U. S. A.,” the Associated Busine 
Papers has announced. Arranged 
by the ABP at the request of @ 
Treasury Department, the Wl 
bond cover idea replaces @# 
American flag covers used for @ 
past three years in July. 

Wherever the front covers @ 
business papers are under contfat 
to advertisers, that advertiser ® 
asked to sponsor the June com 
with its signature and such olf 
copy as will still permit the ® 
production of the bond to dom 
nate the page. 


Kingsley L. Rice 


Cresta Blanca Ad Head 
Moves to Los Angeles 


Sander Heyman, recently 4 
pointed advertising and sales pr 
motion director for Cresta Blant 
Wine Company, has. left New Yor 
to establish advertising headqua™ 
ters for the company in Los AM 
geles. 

The eastern advertising office © 
Cresta Blanca will continue in 
Empire State building, with Dav! 
Fischman and Albert Greenfiel 
as brand advertising manage® 
and S. D. Gregory as manager ® 


the radio department. 
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Bigotry died 


he stood up and read 


This little Armenian girl, reading with clear 
voice her composition about her church and 
people, shows how Springfield is fighting class 
hatred in its schools and homes—with smash- 
ing results. The June Companion, page 30, is 
proud to publish “Your Town Could Do It Too,” 
the story of the highly successful Springfield © 


Plan, for other cities to study. 


We publish this challenging article because 
citizenship and the training of tomorrow’s 
citizens is woman’s job, no less than the chores 
of homemaking. That’s why we published 
Herbert Hoover’s “The Front of Human 
Decency” and Clare Boothe Luce’s “Victory Is 
a Woman,” in recent issues. Companion articles 
are servicing women’s minds today, just as 
many other features in every issue are servic- 
ing their hands. The Companion is stepping 
ahead of hide-bound editorial formulas, with a 


much needed modern pattern for women’s 


rtiser is 


4 b 

note a books—complete service for today’s com- 
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te David PUBLISHERS OF WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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rangers THE COMPLETE WOMAN’S MAGAZINE 
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Western Cartridge Ad 
Post Goes to Gordon 


E. H. Gordon, formerly adver- 
tising manager of Hyde Park 
Breweries Association, St. Louis, 
has been appointed coordinator of 
advertising of Western Cartridge 
Company and its several affiliates 
and divisions. 

Mr. Gordon will make his head- 
quarters at Western’s general of- 
fices in East Alton, II. 


Hotpoint to Sell 


Complete Kitchens 
Through Builders 


STUDIOS IN¢«. 
540 N. MICHIGAN AVE. « CHICAGO 
WHilltehall 5355 


Two-Year Advertising 
Drive Culminates in 
New Marketing Plan 


Chicago, June 2.—A plan for 
|'merchandising complete kitchens 
|through new home builders and 
contractors as well as appliance 
dealers was disclosed this week by 
Edison General Electric Appliance 
Company, maker of Hotpoint 
appliances, as the culmination of 
more than two years of urging 
prospective home owners to “buy 
bonds today—for that electric 
kitchen tomorrow,” in its con- 
sumer magazine advertising. 

The campaign, perhaps the most 
pretentious effort ever exerted to 


interest America in “all-electric” 
kitchens, was carried on during a 
time when no electric appliances 
were on sale and was based on the 
conviction that billions of dollars 
in war bonds and other savings 
are earmarked for postwar living 
comforts. 

The plan is outlined in detail by 
Howard J. Scaife, manager of 
kitchen sales for Hotpoint, in an 
article in the June issue of Ameri- 
can Builder. Two obstacles which 
previously prevented home build- 
ers from offering a completely 
equipped home have been over- 
come, he points out. These are 
(1) the difficulty of financing the 
equipment in one mortgage, paid 
off monthly like rent, and (2) the 
past failure of the appliance in- 
dustry to enable builders to real- 
ize a profit when installing the 
equipment in new homes. 


State Laws Permit 


Federal Housing Administration 
rulings and legislative action in 
42 states now permit built-in and 
plug-in equipment to be included 
in the same mortgage which pre- 
viously covered only the home 
itself without equipment, explains 


Mr. Scaife. The other obstacle, he 
says, has been hurdled by Hot- 
point’s recognition of the volume 
builder of homes as an outlet for 
the sale of Hotpoint appliances 
when included as integral parts of 
new homes. 

Declaring that the company’s 
regular distributive channels will 
remain unchanged, Mr. Scaife 
maintains that the addition of 
home builders as outlets will 
greatly benefit Hotpoint dealers. 
“Here’s why,” he explains: 

“The fully equipped kitchen in 
new homes will be the center of 
attention. The owners of these 
homes will proudly demonstrate 
their new kitchens to their friends 
and instill in them the urge to add 
equipment of like quality in their 
own homes. 

“What better advertising could 
our regular appliance dealers 
enjoy than the presence of the 
Hotpoint trademark on the equip- 
ment in the new postwar homes in 
which there is so much pent-up 
curiosity? What better endorse- 
ment could a dealer flash on an 
indecisive prospect for new equip- 
ment than a list of Owners who 


bought Hotpoint equipment when 
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they purchased their new homes?” 
By having appliances “engi. 
neered” into the kitchen, home 
owners will save money, says Mr 
Scaife. Basing his figures on 
$7,200 home without equipment 
Mr. Scaife points out that under 
FHA arrangements the monthly 
payments (including interest a 
4%%) would be $56.91. With , 
complete electric kitchen installeg 
—modern cabinet sink with gar. 
bage disposal, range, refrigerator 
dishwasher and steel wall and base 
cabinets—at the cost of $800, the 
payments would be $62.63, , 
difference of $5.72 per month, 


Fits FHA Requirements 


“This fits ideally into FHA’, 
personal credit requirements” 
continues Mr. Scaife. “FHA knows 
how much strain can be put ona 
man’s budget when it approves 
him for the purchase of a home 
It has no control over his pyr. 
chases after he is approved. Ofte 
he goes into the market and buys 
this same new equipment. On the 
most favorable credit terms, he 
would pay a finance charge of 
$120.10, and he would have an 
additional monthly payment of 
$30.67 for a period of 30 months. 
Add this to his monthly payment 
on the house and you get $87.58 
compared to $62.63. In many 
cases the latter figure would be 
the maximum for which FHA 
would approve him, the maximum 
he should spend without default- 
ing.” 

The argument that persons who 
already own some of the new 
equipment will object to the plan 
is discounted by Mr. Scaife, who 
points out that “new equipment 
has been impossible to buy during 
the war and women will want, if 
not actually have to have, the new 
and modern. To American women 
today, a home is only as modern 
as its kitchen.” He adds: “Build- 
ers will take advantage of this 
trend. Homes with electric kitch- 
ens are complete homes—they cre- 
ate satisfied buyers—they move 
faster, because they are truly 
modern.” 


Krupnick Opens Own 
Agency in St. Louis 

Sam Krupnick, co-founder and 
until his withdrawal half owner of 
Padco Advertising Company, St. 
Louis, has organized Krupnick & 
Associates at 3607 Olive St., St. 
Louis. Personnel includes Tom J. 
Connelly, service director and ac- 
count executive; Raymond J. 
Armbruster, Jerome Grodsky and 
Herbert J. Volk, account execu- 
tives; Lenore Allen, copy and 
radio; A. Harvey Brown, art di- 
rector; George W. Collins Jr., art; 


Martha M. Goell, space _ buyer; 
Hana Gorelick, librarian; gar 
M. Kluge, treasurer; Robert A. 
Latimer, publicity; Helen Noe, 
production; Anthony J. Reiner, 
executive assistant; Alfred Rus- 
sell, art. 


Accounts include Bank Building 
& Equipment Corporation 0 
America; Design, Inc.; Mesker 
Bros. Iron Company; International 
Shoe Company (Roberts, Johnson 
& Rand Division); Biddle Com- 
pany; Marsh Stencil Machine 
Company; G. S. Robins & (Co. 
McCabe-Powers Auto Body Com: 
pany; and Dennis Chemical Com- 
pany. 


Crump Heads K. C. Club 
for Third Term 


Murrel Crump, Sinclair (vl 
Company, twice president of AX 
vertising Club of Kansas City, Mo. 
has been reelected for a third tem™ 
by acclamation. Other officers a 
D. Edward Conklin, 1st vice-pres* 
dent; Mary Anita Roche, 2nd vite 
president; Kirby G. Cook, secté 
tary; Louis J. Giblin, treasure. 

_ During Mr. Crump’s administra- 
tion membership of the club hé 
grown from less than 200 to ove 
700, and a modern three-story 
building has been acquired for th 
club’s home. 


Underwood Back 


With ham and cans available 
permit meeting all demands, W® 
Underwood Company, Watertow® 
Mass., has resumed trade and col 
sumer advertising on its devilé 
ham on a large scale. Magazine 
are getting the largest portion 


the budget. 
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Shad Dinner 
Sure to Win 


Appreciation 
By Vigaieia Cheney 


wes Reis 
tow inLabd My Favorite Recipe 
speed ita Many ito’ efte at 
‘Torna 


cup bu Mrs. Hettie P. Brobst, 213 Win- 
SS sugsme |iston ave., Elmwood, Del. 


3 CES cream Casserole of Sausage and Lima E/ 
Yesspon 4 Beans big 
bs s‘i Quickly brown sausage patties in § 

2 ieneeteeod frying pan. Combine 1 chopped 


‘onion, 1 green pepper chopped, 1 
wit ‘cup chopped celery or 1 teaspoon 
and mix of celery seed, 1 teaspoon of Wor- 
chester sauce, and two cups of 
mixture on Vj, cooked lima beans (green or dry). 


red ‘Put in casserole and place sau- 
putte sages on top. Cover with. bread 
ed crumbs and bake,.in moderate 
suger pes“4 oven, about 35 minutes. Add water 
if mixture seems too dry. 
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Pointing out provender 


with a minimum of POINTS! 


Good, wholesome food has been a tradition 
in Philadelphia for nearly 300 years. Long 
before the city between the rivers became the 
birthplace of a nation, its people enjoyed the 
bounty of local fields and tidewaters; brought 
to American menus such filling foundation 
foods as pepper pot, Pennsylvania Dutchland 
sausage, scrapple and head cheese, terrapin 
stew, Delaware shad, snapper soup, oysters 
in repertoire, cheese-cake pie, latticed fruit 
tarts, sticky cinnamon buns; and on a later 
day, that inspired Philadelphia contribution 
that became a national craving—ice cream! 


Topay, with changed times, shortages, 
rationing— Philadelphians still enjoy variety 


and abundance at table. Inquirer editors meet 


_ the times with anew viewpoint, blazenew trails 


with recipes that account for rations, suggest 
substitutes for shortages, do a good news job, 
a timely, job, a war service job that helps 
Philadelphia women keep the home folks well 


fed, holds and fosters feminine interest and 
influence . . . and sells the merchandise. 
Food, more of a major interest now, gets 
more attention in The Inquirer. Every day, 
seven days a week, The Inquirer features on 
its Women’s pages recipes based on home- 
grown supplies and local culinary ingenuity, 
offers cash prizes for the best suggested, brings 
hundreds of thousands of alert Philadelphia 
women to The Inquirer every morning for 
features on food, for exact information about 
feeding the family, for ways and means to 
rationalize rationing with those point-saving, 
palatable dishes born of Pennsylvania plenty. 


Foon advertisers bent’ on reaching the 
Philadelphia market through The Inquirer 
have learned how interest in Philadelphia’s 
“best seller” puts push behind their products 
. . . realize why first reading choice among 
best-spending Philadelphia families applies 
to first choice of media, too. 


he Philadelphia Inquirer 


NATIONAL ADVERTISING REPRESENTATIVES: 


Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis 


Keene Fitzpatrick, San Francisco 
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in damnation of “tough” radio 
commercials nor in praise of “soft” 
ones. But the Creative Man, by 
resting his case for “tough” ones 
solely on sponsor identification fig- 
ures (May 15, P. 35) disregards 
equally important factors: the 
quality of the identification, the 
degree of favor with which the 
advertiser is known. 

True, this factor has thus far 
escaped exact measurement, but it 
is nonetheless important in de- 
termining the relative merits of 
“tough” and “soft” commercials. 

High sponsor identification can 
be easily procured at the sacri- 
fice of quality of advertiser-im- 
pression and perhaps of audience. 
The trick is to combine high 
listenage, high sponsor identifica- 


tion and favorableness of impres- 
sion. 

Maybe “tough” commercials 
help. raise sponsor identification 
without loss of favorableness. I 
don’t know and sponsor identifica- 
tion figures alone don’t prove it. 
Probably no hard and fast rule 
applies. In radio often it’s not 
what you do but how you do it 
that counts. Some salesmen can 
make you feel they’re doing you a 
favor by letting you buy. 

PHILIP FRANK, 

Sales Promotion, The Blue Net- 

work, New York. 
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Civilian Irritated 

To the Editor: I agree with the 
comments of George W. Conover 
about the G. I. Joe letters. They 
irritate me—and I’m a civilian. 
How much more pointless they 
must appear to the service man! 

My impression is that they offer 


This per seer isa sender’ s iran. tolens are welloaiins. - 


Denies Identification 


Tells the Whole Story 
To the Editor: This letter is not 


to the service man the chance to 
come back to a drab, uneventful, 
uninspirational, “status quo” exist- 
ence. Americans cling to the illu- 
sion, it seems to me, that we have 
the best of everything and do all 
things in the best way. So many 
think that what we are fighting for 
is a return to the “good old days” 
and “free enterprise” (of which 
we’ve never had much). 

I can’t see how much of our 
home front thinking can have any 
appeal for the men in the serv- 


ice. 
R. A. EMNETT, 
St. Louis, Mo. 
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It's a Blessing! 


To the Editor: I heartily agree 
with the Ensign writing from New 
Caledonia. Your _ publication 
makes the round among those men 
who are vitally interested in the 
advertising world. Not a single 


1941 levels. 


eat’ 


covers 43 BUILDING MATERIALS 
AND PRODUCTS 


Shows actual purchases necessary 
merely to restore stocks to 


In the Survey: 


Q Reports from 3,156 Retail Lum- 
ber and Building Material Dealers. 
(Grouped by nine geographical regions.) 


@Number and percentage of yards that 


will buy. 


o Average expected purchase per yard. 


AMERICAN BUILDER'S 
SURVEY OF DEALER INVENTORIES 


First quantitative analysis of wartime inventories helps 
manufacturers determine post war market potential. 


FREE SURVEY reports inventories 
of Retail Lumber and Building 
Material Dealers. (See coupon.) 


© Quantities needed to replace 1941 inventories (by regional totals; also 
projected nationally ). 


Here are national totals on a few of the 43 items covered in 


the survey— 


(Quantities needed merely to restore 1941 inventories) 


Builders’ Hardware...... 
Garage Doors (Up. Actg.)... 
Kitchen Cabinets ....... 
BEE cab 0b sbc0seseve 


Plywood 


... 419,510,568 ft. 


ee 


... $14,171,516 POTTS FOAM « ocsccccvvccese 3,318,944 gals. 
233,998 Roofing, Asphalt Shingles..... 2,371,880 sqs. 

Leos 104,395 EE Sacedaeeeneaanneda des $2,971,904 

. . .4 923,195,522 bd. ft. GND Gkcveeosdecnseoees 150,797,886 sa. ft. 


26,178,012 rds. 


How the Survey is Being Used 


A vice president of a prominent roofing concern said: 


“This Dealer Inventory Survey is just the type of information we need, not only as a 
guide to our future sales procedure, but as a clue to our future production schedule. 
We have felt for some time that there is considerable inflationary danger in many of 
the tentative orders that some dealers are piling up for post-war delivery. This informa- 
tion from dealers of standing indicates that they do not intend to go overboard on post- 


war inventories.” 


An advertising agency account executive stated: 


“The inventory survey helped us work out recommendations for a client who sells 
through Building Material Dealers.” 


issue of ADVERTISING AGE goes un- 
wanted in New Caledonia. 

Am certainly glad that we are 
able to get your publication 
weekly. It’s a blessing! 

CpL. HERSHEL WEINROTT, 

c/o Postmaster, San Francisco. 


Manpower Key to 
Paper Shortage 


To the Editor: We are glad to 
see “We can lick the paper prob- 
lem,” the lead editorial in your 
May 15 issue. Sure we can, but 
we had better get started. 

The whole question is manpower 
to produce paper making fiber. 
(1)—Trees; (2)—Old paper; (3) 
—Rags. 

Prisoners of war are helping to 
replace the 25,000 men who used 
to cut down the trees, but logs 
have to be hauled out of the woods 
when the ground is frozen so little 
can come until next winter. Rags 
are important only in the fine let- 
terhead grades of paper. 

This leaves old paper as a prin- 
cipal source of fiber for new paper. 
O.K.—who is going to gather it, tie 
it up or bale it and load it into 
cars for shipment to the mills? 
Here you are right back in the 
second paragraph, up against man- 
power. 

Attached is an article from the 
“Copco Courier” with suggestions 
on solving this paper problem, in- 
cluding a chart showing a work- 
able organization for a “One Day 
Paper Blitz’ which collected 905 
tons in five hours in Columbus. 
You can pass them alang to people 
who are interested. The general 
public soon will be, as supplies 
are really low. 

W. HARRINGTON WALKER, 
Sales Promotion Manager, 
Central Ohio Paper Company, 
Columbus, O. 
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Tough Break 


To the Editor: The enclosed 
makeup of two ads in the Los 
Angeles Times caught my fancy as 
an example of the unconscious 
humor you portray from time to 
time in your letters column. The 


machine gunnea 


Advertising Age, June 5, 1944 
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U.S. COAST GUARD 1 
VOLUNTEER Port SecunrTy Force 


THES ADVERTISEMENT CONTRIBUTED BY UNITED DISTILLERS (OF AmERiCa) ire 
sarees me oo ee eee 


ATTRACTS VOLUNTEERS—Use of this 

newspaper appeal in Baltimore helped 

step up enrollment in the Coast Guard 
volunteer port security force. 


United Distillers 
Aids Coast Guard 


To the Editor: We are enclosing 
proof of an advertisement which 
was run over the signature of our 
client, United Distillers (of Amer- 
ica) Ltd., for the Coast Guard 
volunteer port security force in 
the Baltimore Sunpapers May 8. 
Because this advertisement at- 
tracted so much attention and 
secured a marked increase in en- 
listments, it is being mailed to 
you. Reproductions in poster 
form were also furnished the 
Coast Guard for posting purposes, 
THEODORE A. NEWHOFF, 
Theodore A. Newhoff Adver- 
tising Agency, Baltimore, Md. 
, - © 


Bank Post Cards 


To the Editor: Our main office 
information desk has a lot of re- 
quests for post cards; has dis- 
tributed quite a lot supplied by 
the local BPOE. Seemed like a 
good idea to get one of our own— 
and we are now distributing copies 
of this one, showing the entrance 
to the bank’s main office, and ex- 
plaining that California Bank is 
the 44th largest in the nation, and 
has 41 offices in Los Angeles and 
the county. Probably do us a 
mite of good here and there, now 
and then. 


Rop MACLEAN, 
Advertising Manager, Cali- 
fornia Bank, Los Angeles. 
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school, one might say, was caught 
with its dance down. 

My congratulations to you for 
the nearest ideal wartime journal. 
It is remarkable to see a publica- 
tion do its part under shortages 
and yet retain full standards. 

Bruce KING, 
Los Angeles. 
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Army Catalog 


To the Editor: In the May 15 
issue of ADVERTISING AGE, Page 19, 
your column, “This Week in Wash- 


l. More key officials in Wash- 

ington read TIME regularly tha? 
read any other magazine, howeve 
big its circulation. 


ington,” carries an item in which 
you state that the armed forces will 
issue a mail order catalog again 
this year, so soldiers and sailors 
abroad may order Christmas gifts 
for the folks back home. 


Copies of this American Builder study 
are available at no cost to the manufac- 
turers of building materials and prod- 
ucts, and to their advertising agencies. 


2. The members of Congres® 
vote TIME the most importa 
U.S. magazine that carries 
advertising. 


@ so = 


A SIMMONS BOARDMA 


u 


iB i 
i Can you tell us where these 
? American Buttper, Research Saaveaae 3- B, otaloes are published, how to RSD om atte L\ 3 
105 W. Adams Street, Chicago 3, Illinois reach the publishers, etc. : <f ; iii 
Please send my free copy of “American Builder’s Inventory Survey.” H. J. JUNG, ' 


an om un ae on on a 


Secretary-Treasurer, Creative om For further details write to 
NAME Shops, Inc., Milwaukee. 7 
POSITION [Editor’s Note: The catalog} ‘3 | M E 
ae COMPANY mentioned is published by the 9 Rockefeller Plaza, New York 20, N.Y: A\ 
- Si Army Exchange Service, 24 W. 
allt 3 STREET CITY & STATE 43rd St., New York.] | 


a 22 
Sey gone : RR RR NN . 
ae s fe 
%j re = ‘ | you , . 
ai, 0 j i 
= i fa 
cs = 5 
“J ee 
os “a 
ie f | ; ema - Luna ™ e 
eT Vi 
= 
a 
a “fi et Po 
s a a 
ee 
y tae ae ¥ ; ‘ S _——_. 
aay Roa "a 4 Amer; ; : 
oe Can ae 
f}} ee eee | | _——— 
Et Fs ‘ oe SURVRy } 4 
eas ; Mo jt mal df 
‘ee en rs | ; 
i iti Se. Rina 53 v | 
a 
ss comenaneyaaentonghnnneenaeefilale 
ee ee big 
— ate \D 
+ a a wast: 
?.~ —_—— Tarn 
; > aoa TOP 
~— 
> 
Beet: ; tb — 
al er Woven Wire Fencing __.... = a 
3 ° 
6 time — 
| | ts ‘nate! 
| + Washing 
Le 
ae. 
—_ 
- 


closing 
which 
of our 
Amer- 
Guard 
orce in 
fay 8. 
ent at- 
yn and 
in en- 
iled to 
oster 
ed the 
urposes, 
FF, 
dver- 
, Md, 


n. office 
t of re- 
as dis- 
lied by 
like a a p 
* own— 
B copies 
ntrance 
and ex- 
3ank is 


\ 


CUNVLET ure attr 


on, and 
les and 
O us a 
re, now 
AN pm unknown sage long ago ripped _ interesting history of comics. To those know how to cook up such news so as to 
on " out the well-known advice: “Count acquainted with Moon, we need not make it deliver the strongest possible 


n Wash- 
rly thas 
, however 


Congres® 
importa® 


- carries 


that day lost whose low descending sun 
views from thy hand no worthy action 
done.” An excellent tip; and to it the 
other day Ching Chow, a favorite New 
York Daily News cartoon character, 
added a sort of P.S.: “Jt is truly said— 
of all days, that one is most wasted on 
which one has not laughed.” 

What we wish to point out here is that 
The News, besides being a solid sender 
of all the important news of each day 
and a carrier of valuable beauty, fashion 
and household features, is a cheerful 
newspaper, studded with laughs. 

There is Moon Mullins, for example 
—considered. by many people to be the 
funniest comic strip in the long and 


elaborate. If you don’t know him, don’t 
wait any longer. 

Other News comic strips that pack 
a high voltage of humor are Smitty, 
Winnie Winkle, Gasoline Alley, Harold 
Teen, and Smilin’ Jack. There is, of 
course, George Clark’s daily single- 
panel cartoon “The Neighbors,” one of 
America’s warmest and best drawn hu- 
morous features; and on Sunday Mr. 
Clark does the droll and beautifully 
human “The Ripples.” 

News humor does not confine itself 
to comic strips and cartoons. The paper 
also rejoices in a lot of editors and re- 
write men who know humor in the news 
of the day when they see it. They also 


dig at the reader’s ribs and/or belly, 
while leaving the story itself unslanted, 
unbiased, and objective. 


Au THIS is another element of the 
philosophy behind the editing of the 
New York News, which may be summed 
up as follows: To bea strong, intelligent, 
inclusive newspaper, and one which 
battles effectively for the general welfare, 
a newspaper need not be a common 
scold or a Melancholy Mike. It can hit 
just as hard, and frequently harder, if it 
does so with a cheerful grin on its face. 


NEws 2: 


ae __.in New York City, 
Tout of 10 families read The News! 


, THE # 


ae NEW YORK'S 


r te NEWS BUILDING, New York 17 * TRIBUNE TOWER, Chicago 11 * 155 MONTGOMERY ST., San Francisco 4 
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Women Elect 


Mrs. Margaret R. Higgins, Chris- 
tian Science Monitor, has been 
elected president of Women’s Ad- 
vertising Club of Providence. Mrs. 
May Lyle, Victor Cleansing Com- 
pany, is vice-president; Eunice H. 
Miller, New England Telephone 
Company, is treasurer; Alice 
Casey is corresponding secretary, 
and Grace Stuart, United Wire & 
Supply Company, recording secre- 
tary. 


IMPRINTING 
FOLDING 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. 


CHICAGO 


Profits Inadequate, 
Axton-Fisher Plans 
fo Liquidate 


Sees No Prospects 
of Improvement in 
Immediate Future 


Louisville, June 1.——Directors of 
Axton - Fisher Tobacco Company 
have voted to liquidate the com- 
pany’s assets of $17,485,612. Jesse 
W. Tapp, president, reported to 
stockholders that operating profit 
on °43 sales of $21,600,000 was 


only $119,696 and that preliminary 
figures for the first four months 
this year show an operating loss 
of $224,819. 

Mr. Tapp said in the last few 
years stockholders have suggested 
dissolution, but the board of di- 
rectors had hoped unfavorable 
conditions “were temporary.” Dis- 
cussing this, he continued: 

“Current market prices for to- 
bacco are on the average more 
than 2% times what they were in 
1939 and 1940, and it seems clear 
that with increasing cost of pro- 
duction and with fixed selling 
prices for our manufactured prod- 
ucts the company cannot conduct 
its operations at a reasonable 
profit. There does not seem to be 
any prospect of improvement in 
the near future.” 

Mr. Tapp advised employes that 
if stockholders decide upon dis- 
solution, company officers will 


undertake to dispose of the manu- 
facturing facilities and equipment 
in such manner as to permit their 
continued use in the manufacture 
of cigarets and other tobacco 
products and to provide work for 
the company’s 1,500 employes. 

Axton-Fisher has on hand 30,- 
500,000 pounds of tobacco, almost 
entirely cigaret stock. Cash is 
listed at $1,433,964 and accounts 
receivable $665,667. 

Net sales and earnings for Ax- 
ton-Fisher continued to decline in 
1941, following the downward 
spiral prevailing since 1938, it was 
reported to stockholders in March, 
1942, by Carl B. Robbins, former 
president, who resigned in August, 
1943, to become executive vice- 


president of McCann - Erickson; 


New York. 
Although increased taxes pre- 
vented other companies from pay- 


ing record dividends while piling 


yA 


oint-of-purchase and point-of-use 


~ = nadie. a 


= * vO 
? on) 


up new sales highs, Axton-Fishe, 
paid less in taxes than it did jp 
1938, and earned less than hal 
what it did in 1938 or ’39, yy 
Robbins said (AA, March 30, *4) 
He reported that the sales de. 
cline of Twenty Grand Cigarets 
which accounted for nearly 75% of 
the company’s business, continued 
in 1941, attributing the slump 
disadvantageous tax position of 
economy-priced cigarets and to 
the rapidly increasing industria 
prosperity which was Causing 4 
market shift in buying habits, wit, 
an established trend from lower 4, 
higher-price cigarets. 


Transamerica Buys Stock 


During 1941 a majority of th 
Class B common stock was a. 
quired by Transamerica Corpor. 
tion, several new executives wep 
added to the company’s staff, ney 
machinery replaced obsolete 9 
inefficient machinery and invep. 
tories of high quality tobacco wer 
taken in to permit production ¢ 
quality cigarets. Several ney 
products, among them Doublets 
a tin-packaged cigaret, wey 
launched in 1941, in hopes of halt. 
ing the slump. 

Axton-Fisher recently called fo 
redemption, on July 1, of its 13,153 
shares of preferred stock at $105 
a share, plus $1.50 accrued diyj. 
dends. This will leave outstand. 
ing only 142,480 shares of Class 3 
common stock, mostly owned by 
Transamerica, of which Mr. Tap) 
is vice-president. 

Founded in 1899, the company 
achieved a quiet prosperity with 
its mentholated Spud cigaret, a 
well as a line of other tobacq 
products, among them Doublet 
Fisher introduced Twenty Grand 
a ten-cent cigaret, on the crest of 


a heavy promotion campaign, ani 
last year launched and promote 
a king size, popular-price branj 
Fleetwood. 


Vigorous Drive Promised 


Alluding to Fleetwood as a 
outstanding success as the result 
of his company’s extensive adver- 
tising and merchandising can- 
paign through McCann-Erickson, 
Mr. Tapp, who had just taken over 
the presidency of the company in 
September, 1943, succeeding Mr. 
Robbins, promised a_ vigorous, 


advertising material, sponsored by the Rumford 
Chemical Works — keyed to the war effort — pre- 
sents practical suggestions on how to CONSERVE FOOD, 
STRETCH RATION POINTS and SAVE TIME. Similar 
timely and objective Forbes creative thinking will 
help YOU stimulate essential wartime activities and 
speed postwar reconversion. 


FORBES 
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LITHOGRAPH CO. 


CLEVELAND 
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ROCHESTER 


aggressive management and a 
equally vigorous sales policy. 
Last year the company sper 
$510,000 in promoting Fleetwood, 
mostly in color pages in magi 
zines. Spuds were given an aj 
propriation of about $196,000. The 
company also promoted another 
brand, seldom heard of, for con- 
sumption in Cuba. This was called 
Roy, for which McCann-Ericksm 
was named agency in 1939. . 
Axton-Fisher introduced Doubles 
in 1941. This was a new reg 
size cigaret packed in two snap 
open metal containers, but nothin 
extensive developed in the way 
advertising and promotion for this 
brand, especially when the wi 
brought packaging difficulties. 


Tests ‘Lord London’ 


In September, 1942, the compal) 
started a test campaign for anothe 
new brand, Lord London, throug 
Blackett - Sample - Hummert, bé 
this cigaret never “took hold” at 
promotion: was dropped in fav 
of other brands. 

The cigaret field took note wh# 
the company introduced 4 
Americans, a 24-to-a-pack kill 
size cigaret, but here, too, the col 
pany found it hard to change t 
consumer’s taste from establish! 
brands, and promotion virtui! 
ceased until April of this ye 
when Axton-Fisher started a 0 
campaign in full color pages ® 
national magazines. This 
All Americans were packed res” 
lar size, 20 to a pack. 

Advertising-wise, brands gett! 
the bulk of the company’s exP™ 
diture at this time are Fleetwo 
through McCann - Erickson, ™ 
Spuds and All Americans, throu’ 
Hill Blackett & Co. 


Gets Mexican Beer 
The San Francisco office 
Foote, Cone & Belding has ™ 
appointed to handle advertising 
Tecate beer, imported from Mé 
ico by Balfour, Guthrie & Co., 
Francisco, in the five wes® 
states. An extensive campalg? 
planned to coincide with introd 
tion of the product July 1. 
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You're up Allen’s Alley ... that fabu- 
lous cul de sac inhabited by amiable 
crackpots ... when sudden death strikes 
on the Fred Allen program to convert a 
rehearsal into chaos and chiseling Diane 
Crane into a corpse. Allen, famous come- 
dian, drops his cues for clues to solve 
one of the most hilarious homicides and 
baffling murders ever committed ... com- 
plete in the July issue of The American 
Magazine, now on the newsstands: 


MURDER ON THE FRED ALLEN PROGRAM 
by VIRGINIA FAULKNER and HUGH PENTECOST 


Two of America’s top-flight fictioneers collaborated 
to concoct this thrilling who-dun-it involving Fred, 
Portland, and the Fred Allen gang. Typical of the 
unique, full-length murder mysteries found complete 
each month in The American Magazine, this saga 
of strangulation will leave you tense with sus- 
pense and, because it’s sherlocked by that mighty 
master of mirth, Fred Allen, limp with laughter. 


ZNMENGAl 2, 


A Magazine 


Share your American Magazine, then save it 
for the government's waste paper drive. 


THE CROWELL-COLLIER PUBLISHING CO... 


For years it has been an accepted 
fact that “When important people 
have something to say, they like 


_ to say-it in- The American Maga- 


zine.” What is true of the authorita- 
tive article content of The American 
is equally true of its fine fiction. 
“MURDER ON THE FRED ALLEN PRO- 
GRAM” is a case in point. Here is 
planned fiction, written by top-flight 


authors, to an idea, a formula, and a 
length prescribed by our editors 
after studied analysis of the likes 
and dislikes of our readers. Is it 
any wonder that The American 
Magazine is the most quoted publi- 
cation, weekly or monthly, in Amer- 
ica; that it is a newsstand sell- 
out; and that millions of its read- 
ers pass on their copies to others? 


tion . 


The motion picture industry now uses polls of public opinion to measure 
the box office appeal of movies before they are made. 


We, here at The American Magazine, employ continuing studies of © 
reader reaction for much the same purpose. 


These reactions determine the balance we main- 
tain between authoritative articles and fine fic- 
. . a balance that inspires readers to say, 
“Every page worth while,” “Much more interest- 
ing and instructive,” “By the time I read all The 
American I don’t feel I need other magazines.” 


Thus The American Magazine is edited by the 
people who read it, “people who give a damn,” 
the men and women whose opinions determine 
the destinies of products as they do of presidents. 


250 PARK AVENUE, NEW YORK 17, N. Y. 
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Forbes McKay Heads 
Southern Pulp Drive 


Forbes McKay, associate adver- 
tising director of Progressive 
Farmer, Birmingham, and a former 
county agent, has been appointed 
southern supervisor of the forest 
products production committee of 
the Periodical Publishers National 
Committee, directing efforts to in- 
crease pulp supplies from the 
southern states. 


for NEW POST-WAR HOMES 


ARCHITECTURAL MEN WILL 
DO THE SPECIFYING 


For greatest coverage use 


Pencil Points 


The Magazine of Architecture 


Templetone Looks 
Ahead to Future 
Radio Set Market 


Mystic, Conn., May 31.—Temple- 
tone Radio Company, peacetime 
manufacturer of Temple radios, 
currently engaged in all-out pro- 
duction for the U. S. Signal Corps, 
has started to lay the groundwork 
for reconversion to manufacture 
of consumer merchandise and has 
launched its first general advertis- 
ing since the war started. 

The first ad, in half-page space 
in the New York Times Magazine, 
captioned “Some day... soon 
after the war is over!” says that 
out of the war-gained experience 
have come untold advancements 
of tremendous knowledge from 
which will emerge the finest radio 
receivers ever to bear the Temple 
name, embracing FM, television 
and radio - phonograph combina- 
tions. 

Insertions are scheduled to ap- 
pear bi-weekly in the Times maga- 
zine section for the rest of the 
year, but under space rationing it 
is more probable that the publica- 


tion will run the ads about once a 
month. Templetone executives 
are currently in the process of for- 
mulating selling and merchandis- 
ing plans, which also call for pos- 
sible expansion of advertising in 
states as far west as Ohio and later 
on even farther. Appointment of 
a sales manager is expected to be 
announced this week. 

The company originally oper- 
ated with headquarters in Chicago, 
and following a general reorgan- 
ization and change in management, 
moved to its present quarters in 
Connecticut. Peck Advertising 
Agency, New York, handles the 
account. 


Appoints Kletzian 

H. H. Kletzian, formerly adver- 
tising manager of Wisconsin 
Alumni Research Foundation, has 
been appointed advertising and 
sales promotion manager of Enger- 
Kress Company, West Bend, Wis., 
leather goods producer. Enger- 
Kress advertising has been di- 
rected for the past several years 
by L. E. Tollack, advertising man- 
ager of West Bend Aluminum 
Company, who will hereafter de- 
vote his entire time to that com- 


pany’s advertising. 


KCKN Adds Studios 


Station KCKN, Mutual outlet in 
Kansas City, Kan., has opened 
new studios and offices in the 
Waltower building, Kansas City, 


Mo. 


When a radio program enters the privacy of the home, it is 
because people want to hear that program; otherwise, a flick of the 
wrist would send it packing. 


The stations of Westinghouse have it in writing that the 


programs they send into millions of homes are welcome.. sacks 
and stacks of mail acclaiming NBC’s Parade of Stars, as well as the 
local programs which Westinghouse builds with equal care. 


Advertisers in ever-increasing numbers bring their sales-problems.. 
and their “copy”.. to the various stations of Westinghouse, for 

Westinghouse Response Ability is a tangible and not a catch-phrase. 
Primary areas alone comprise 18,000,000 people. 


Consult NBC Spot Sales for availabilities. 


WESTINGHOUSE RADIO STATIONS Inc 


@); WOWO *¢ WGL © WBZ «+ WBZA + KYW + KDKA 


Advertising Age, June 5, 1944 


DISCUSS PLANS FOR FUTURE—Officers of the newly formed agency, Doherty 

Clifford & Shenfield, New York (AA, May 29) talk over plans. Left to right 

are: Francis J. Doherty, vice-president; Arthur Cobb Jr., vice-president; Lay. 

rence L. Shenfield, president; and Donald K. Clifford, vice-president and 
treasurer. 


Ipana Account 


Goes to Former 
PR&L Executives 


New York, June 1.— Bristo. 
Myers Company last Saturday 
confirmed reports that it woul 
withdraw its account from Pedlar 
Ryan & Lusk and transfer its busi- 
ness to the newly formed age 
of Doherty, Clifford & Shenfield 
effective Aug. 9. The agency wa; 
set up by four top executives oj 
PR&L who recently resigned (AA, 
May 29). 

The new agency will handle ad. 
vertising for such B-M product; 
as Ipana tooth paste, Ingram; 
shaving cream, Mum _ deodorant 
and D D toothbrushes currently 
handled by PR&L. Young & Rubi. 
cam will continue to handle the 
advertising of Sal Hepatica, Tr- 
shay, Ingrams improved cream, 
Minit-Rub, the Rubberset line of 
brushes, and the Peterman line of 
insecticides. 

Professional advertising of Bris- 
tol- Myers’ subsidiaries, Cheplin 
Biological Laboratories and Harris 
Laboratories, will continue under 
the direction of Murray Breese 
Associates. 


Gas Refiners Run Ads 
to Explain Problems 


A series of four advertisements 
explaining the gasoline situation 
and combatting black market op- 
erations has been launched in 20) 
newspapers in Texas, New Mexico, 
Arkansas, Louisiana, Mississippi 
and Alabama over the signature 
of 52 refinery and marketing men- 
bers of District 3, Petroleum In- 
dustry War Council. 

Similar campaigns have _ been 
launched by refiners and members 
of the council in other areas 0 
the country. All of the adverts 
ing is being heavily merchandise 
to employes and distributors. 


Chambers to ‘Sun’ 


Owen W. Chambers, formerly 
promotion manager of the Pitts 
burgh Sun-Telegraph, has joint 
-- promotion staff of the Chicag 

un. 
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Building 


...turned out by 
112 Buffalo dis 
trict plants in recent years aver 
age more than $25,000,000 an- 
nual value. This is but one of the 
widely diversified industries thet 
establish Buffalo as a leading 
present and post-war market. 


Supplies 


Buffalo 


COURIER 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 
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CHARLES A. BEARD 


Pine Crest Im, 
Tryon, WN. Coy Jane 25, 1944 
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saturday Mr. Samuel P. Walker 
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Pedlar, Young & Rubicam, Inc. 


its busi- 


_ agency 285 Madison Avenue 


henfield, 


ncy Was New York City 
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ed (AA, 
ndle ad- 


products 

grams My dear Mr. Walkers: 
eodorant 
‘uirently 
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le under ny book ’ "The Republic o” 


Breese 


a . I have already expressed to Mr. Butterfield, of 


seme life, my deep appreciation of that excellent piece of 
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2d in 200 
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5th War Loan 
Ad Plans Ready 
fo Break June 12 


Washington, June 1.— Treasury 
officials will depend on advertising 
and advertising media to make the 
nation invasion conscious during 
the weeks between June 12 and 
July 8 as the nation is called on to 
absorb $16 billion in government 
securities in the 5th War Loan 
drive. 

Preparations for the drive are 
virtually completed, with thou- 
sands of portfolios of hard-hitting 
newspaper advertising distributed, 
and plans for other media already 
in operation. 

Newspaper advertising for the 
drive prepared by four War Ad- 
vertising Council task force agen- 
cies, will be the most dramatic of 
any Treasury copy ever used, 
sample titles indicate. Among the 
ads are “I Died Today ... What 
Did You Do?” by Erwin, Wasey; 
“Do You Expect to Be Alive by 
Dinner Time?” Young & Rubicam; 
200,000 Purple Hearts Appeal to 
You,” Ruthrauff & Ryan, and “This 
Beachhead Is Big Enough for All 
a Us,” Albert Frank - Guenther 

w. 


Heavy Load for Radio 


Radio will carry a heavy share 
of the 5th War Loan publicity, 
including more than 60% of OWI 
allocations and four special half- 
hour radio programs which the 
war savings division will release 
to all stations. These programs, 
produced by Arch Oboler and Bill 
Robson, are a series, “Four for the 
Fifth,” and will be as dramatic- 
ally realistic as the newspaper 
copy. 

Stations will be asked to carry 
the four Treasury dramatic pro- 
grams on a sustaining basis, and to 
give maximum publicity and the 
best available time. Use of top 


Why they 
eall the 
POST 


- New York’s 
YOUTH-paper 


REASON No. 4 


18 to 24 YEARS OLD 


NEW YORK POST. 22.0% 
OTHER EVE. 

PAPERS ......15.1% 
NEW YORK CITY.12.1% 


This distribution of youth 
readership among New 
York evening newspapers 
is but one of the many 
startling facts brought out 
in a factual survey made 
among 9422 New York de- 
partment store shoppers by 
Fact Finders for the New 
York POST. 


WRITE FOR THE COM- 
PLETE FACT FINDERS 
“REPORT TO YOU.” It is 
FREE on request. 


75 WEST ST. * N.Y.C.6 


Mary McClung, Advertising Director 


Ed Kennelly, Natl. Advertising Manager 


Hollywood personnel in the pro- 
grams, as well as well known pro- 
fessional producers will make the 
programs popular with station 
managers, the Treasury feels. 
While the radio programs have 
not yet been delivered, response 
from newspapers already indicates 
that the 5th War Loan drive may 
beat all previous advertising rec- 
ords, despite paper shortage wor- 
ries. Mats of the Treasury ads 
have been requested by 1,621 daily 
and 1,098 weekly newspapers, and 
plates have been shipped to 5,002 
other weekly papers by Western 
Newspaper Union. 


One of the most successful pro- 
motion enterprises for the 5th 
War Loan is the war bond cover 
contest for magazines, conducted 
by the Treasury in cooperation 
with magazine publishers. Treas- 
ury officials expect that more than 
1,400 publications will compete. 
Winning covers will be displayed 
in department store windows 
throughout the country, with cash 
prizes awarded the cover artists. 


Magazine Cost Contest 


Despite shortage of available 
posters and materials, the outdoor 
industry has already provided 12,- 


000 sustaining panels, and spon- 
sorship for 11,800 more. 

The drive will actually get 
under way June 12, when Secre- 
tary Morgenthau and other offi- 
cials will appear at Texarkana, on 
the border between Texas and 
Arkansas. It will run through 
July 8, with a $6,000,000,000 “E” 
bond goal for individuals. 

Heavy emphasis during the 
drive will be placed on individual 
solicitation, with particular effort 
in both advertising and house to 
house canvass, to reach lower in- 
come groups. 

Hundreds of advertisers have 
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already signified their intention of 
complying with the Treasury’s re. 
quest that June and July copy be 
tied to the War Loan drive, ang 
June magazines will carry a large 
volume of bond-theme ads. . 

Among advertisers who have 
already submitted magazine tie. 
ups to the Treasury are Genera 
Tire Company; Canada Dry; Ca}. 
vert; A. B. Dick Company; Liberty 
Mutual Insurance Company; Three 
Feathers Distributors; and Sparks. 
Worthington Company. 

A big newspaper budget js 
planned by Coca-Cola for a spe. 
cial war bond ad starting June 


san 
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BLOCK-BUSTERS 


Destroy a nation's production—and swift dis- 
aster will engulf its people. 


On that axiom is based the strategy which has 
sent Allied planes, in mounting thousands, to 
blast Nazi factories and industrial centers with 
giant, "block-busting"’ bombs. 


Such physical annihilation, however, is but one 
way to destroy productive strength. There are 
competent observers today who see American 
business on the receiving end of intangible 
"block-busters" that equal in menace those 
sown by our raiders over Europe. 


They point to the lines of Governmental au- 
thority which, under the urge of war necessity, 
are being established in virtually every field. 
They see the citizen becoming a mere super- 
numerary of a super-government which pro- 


Chilton sources and influence are world-wide, Chilton 
Company (Inc.) has an equal interest in Business Pub- 
lishers International Corp., publishing THE AMERICAN 


dustrial Edition, 


THE IRON AGE « HARDWARE AGE e DEPARTMENT STORE ECONOMIST » BOOT AND SHOE RECORDER © THE OPTICAL JOURNAL 
e THE SPECTATOR LIFE INSURANCE 


COMMERCIAL CAR JOURNAL 


AUTOMOBILE (Overseas Edition), EL AUTOMOVIL 
AMERICANO, INGENIERIA INTERNACIONAL, In- 


INGENIERIA INTERNACIONAL, 


Construction Edition, and EL FARMACEUTICO. 
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9, to appear in 1,759 newspapers 
in 1,506 communities. Others who 
have signified plans to cooperate 
ith the Treasury are Southern 
pacific Railroad, with posters, bill- 
poards, radio, newspaper and win- 
dow displays; Cudahy Packing 
Company; Fairchild Aircraft; Al- 
coa; Frankfort Distillers; Hart 
schaffner & Marx; Mansfield Tire 
and Rubber Company. 
Outstanding among war bond 
ads already released is P. Ballan- 
tine and Sons “This is his room” 
hailed as one of the best ads of 
1944, and scheduled for wide 
magazine circulation. Other na- 


tional advertisers have yet to re- 
port their plans, but many large 
campaigns are promised. 


Expands Rum Campaign 


Somerset Importers Ltd. has 
increased its appropriation for 
Riondo Puerto Rican rum 2% 
times over last year, and is adding 
full-page color ads in six national 
magazines to its current schedule 
of smaller size black and white 
copy. Later this summer, Riondo 
will be promoted via outdoor in 
selected markets. L. H. Hartman 
Company is the agency in charge. 


Schwartz Elected 


E. P. Schwartz, Register and 
Tribune, has been elected presi- 
dent of the Advertising Club of 
Des Moines. Leo Cobbs was named 
vice-president; E. S. Kinney, sec- 
retary -treasurer; and Hal R. 
Sheridan, publicity chairman. 


Young Is Manager 


Douglas Young, since 1937 ac- 
count executive in the San Fran- 
cisco office of Beaumont & Hoh- 
man, has been named manager of 
the agency’s Los Angeles office. 


Form Association . 


National Electrical Retailers’ 
Association has been organized, 
with headquarters to be opened in 
the Merchandise Mart, Chicago, 
July 1. J. A. Cobbey, attorney at 
135 S. LaSalle St., Chicago, has 
been named acting secretary of 
the association. 


Cohen Joins Bulova 


Alexander Cohen has joined Bu- 
lova Watch Company, New York, 
to handle publicity and promo- 
tional work. 


mulgates laws in the form of edicts that tend 


business to produce. 


to reduce individual initiative to the point of 
extinction ... rules, orders, directives and other 
fiats which pile confusion upon uncertainty and 
threaten to destroy utterly the incentive of 


Tyranny of administrative law violates the 
most comprehensive right conferred by our 
Constitution—the right to be let alone. We, 
at Chilton, believe that our patriotic, indepen- 


dent, American businessmen, and all support- 
ers of free individual enterprise must strive to 
the utmost to fight off the “block-busters" at 
home so that our sons shall not have blasted 
Nazi production in vain. 


CHILTON COMPANY (INC.) 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
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100 East 42nd Street, New York 17, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
THE SPECTATOR PROPERTY INSURANCE REVIEW 
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AUTOMOTIVE AND AVIATION INDUSTRIES 


MOTOR AGE 


300 Advertisers 
to Help N. Y. Buy 
4-Billion Bonds 


New York, June 1.—Three hun- 
dred general, retail and financial 
advertisers will run special copy 
and participate in joint ads, start- 
ing June 12, to help New York 
City reach its quota of more than 
one-fourth of the entire $16,000,- 
000,000 objective of the 5th War 
Loan drive. 

The city’s goal of, $4,154,808,000, 
said Nevil Ford, chairman of the 
War Finance Committee for New 
York, is 12.8% higher than for the 
4th War Loan and 3.3% more than 
the city’s war bond sales in that 
period. 

Despite paper limitations, adver- 
tising linage in 10 Manhattan 
papers is expected to approach 
the total of 598,013 for the fourth 
drive. About 100,000 lines have 
now been promised, and a last- 
minute rush is expected. 

Among general advertisers who 
will run special copy here are P. 
Ballantine & Sons, Carstairs Bros. 
Distilling Company, General Cigar 
Company, National Biscuit Com- 
pany, New York Central Railroad, 
New York Life’ Insurance Com- 
pany, Revere Copper & Brass, Inc., 
Schaefer Brewing Company, So- 
cony Vacuum Oil Company, 
Sperry Corporation and United 
Fruit Company. 

Arthur De Bebian, Chase Na- 
tional Bank, is chairman of the 
advertising committee. More than 
3,000 sales representatives will 
contact 30,000 business houses in 
the city. 


Hut Neckwear Appoints 


Hut Neckwear Company, New 
York, has appointed Hirshon-Gar- 
field, New York, to direct its. ad- 
vertising in consumer publications 
and trade papers. 
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SOHN J.GILLIN, JR.. PRES. 
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Plan Newspaper Mec! peg ong Managers will be held 
The 19th annual meeting of | at the Biltmore Hotel, Los An- 
Southern California Newspaper |geles, June 10. 


mess BIGGER DOLLAR 
TODAY IN Pantagraph LAND! 


e@ Last year the farmer’s share of the retail dollar spent for food was 57 cents 
compared to a 1935-39 average of but 42 cents. The retail price of food in 
1943 averaged 35% over 1935-39 levels, while prices paid farmers for equiva- 
lent products averaged 81% higher than the 1935-39 period. The wartime 
Food Dollar is bigger and more important than ever! PANTAGRAPH LAND 
becomes an even more desirable market! Wealthy ... with 32 million dollars 
. it now becomes even wealthier! In 
McLean County alone (the heart of Pantagraph Land) an extra million dollar 
acreage will be necessary to meet 1944 crop goals. Now is the time to place 
your story before this consistently wealthy market. The Daily Pantagraph is 
FIRST (in fact, alone) in its coverage of PANTAGRAPH LAND with 84% 
coverage of McLean County, 71% coverage of the Primary Trading Zone. 


worth of farm products annually . . 


“LAND. 
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BLOOMINGTON, ILLINOIS 
Established 1846 


Gilman, Nicoll & Ruthman, National Advertising Representatives 
New York @ Boston @ Philadelphia @ Chicago @ Seattle @ San Francisco 


Small Firms Get 
“War Message 
Clipping Sheet’ 


Washington, June 1.—More than 
50,000 small firms throughout the 
country, ordinarily passed over by 
the national efforts of newspapers, 
broadcasters and trace associa- 
tions, are enccuraged to tie in with 
war effort advertising through sa 
monthly “War Message Clip 
Sheet” distributed by the war ac- 
tivities committee of the AFA, 
Advertising Affiliation, Pacific Ad- 
vertising Association, and Graphic 
Arts Victory Committee. 

The clip sheet, containing war 
themes and drop-in ads, is sent 
eech month to advertising clubs 
throughout the country, in the 
form of a guide sheet and mats. 
Clubs reproduce it in large num- 
bers, and with a local angle in- 
serted, distribute it to a list of 
home-town advertisers. 

As a result of this method, first 
suggested by the Columbus Adver- 
tising Club, current war campaign 
slogans get into small ads, local 
radio continuity, menus, blotters, 
direct mail, house organs and 
media difficult to reach from a na- 
tional campaign headquarters. 

The clip sheet is distributed cur- 
rently in 30 to 40 cities, and the 
New York Advertising Club sends 
out 10,000 each month. Produc- 
tion is under direction of Charles 
Konselman of Graphic Arts Vic- 
tory Committee, Henry Hoke, 
managing director of the group, 
and Richard Mathewson of OWI. 


Elect in Montreal 


Technical Advertisers Associa- 
tion of Montreal has elected A. R. 
McGill, Cockfield, Brown & Co., 
president; Gordon L. Hale, Do- 
minion Steel & Coal Corporation, 
vice-president; H. G. Soper, Cana- 
dian Ingersoll-Rand Company, 
secretary; and E. S. Rorts, As- 
sociated Screen News, treasurer. 
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Current Network Hooperatings 


Daytime Program Audiences 
MOST LISTENERS PER SET: 


Program Total Sponsor 
1. Jack Armstrong 2.53 General Mills 
2. Let’s Pretend 2.30 Cream of Wheat 
3. Theater of Today 2.19 Armstrong Cork 


Most Men: 
Most Women: 
Most Children: 


Cedric Foster, with 0.70 (cooperative) 
We Love and Learn, with 1.44 (General Foods) 
Jack Armstrong, with 1.37 (General Mills) 


MOST SETS IN USE: 


1. Monday through Friday—12:00-12:15 p.m., EWT 
Programs: Kate Smith Speaks (General Foods) 
Boake Carter (Chef Boy-Ar-Dee) 
Monday through Friday—2:00-2:15 p.m., EWT 
Programs: Portia Faces Life (General Foods) 
Cedric Foster (Cooperative) 
Guiding Light (General Mills) 
(3 periods tied for 3rd place) 
Monday throveh Friday—1:00-1:15 p.m............0 ee ee eee 15.4 
Programs: Baukhage Talking (Cooperative) 
Life Can Be Beautiful (Procter & Gamble) 
Ray Dady (Grove Laboratories) 


eeeeeeeeeecees 
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Monday through Friday—1:45-2:00 p.m............ 2c eee eeeees 154 
Programs: Goldbergs (Procter & Gamble) 
Monday through Friday—2:30-2:45 p.m........... cee cece eeees 15.4 


Programs: Young Doctor Malone (General Foods) 
Light of the World (General Mills) 


HIGHEST SPONSOR IDENTIFICATION: 


OR pS ere... Corre rere errr ree. 76.5% 
Correct Product, 70.6—other 5.9 (Procter & Gamble) 


“TOP TEN” PROGRAMS IN LISTENING 


Net- Rat. 

Program Sponsor Product work — ing 

When a Girl Marries General Foods Various products NBC 1, 
Young Widder Brown Sterling Drug, Inc. Various Phillips NBC 
We Love & Learn General Foods Post Bran Flakes NBC 
Ma Pérkins Procter & Gamble Oxydol CBS 
Kate Smith Speaks General Foods Calumet & Swansdown CBS 


Stella Dallas 


Sterling Drug, Inc. 
Our Gal, Sunday 


Various Phillips 
Amer. Home Prod. 


Anacin 


ee ee 


Pepper Young's Family Procter & Gamble Camay soap NBC 
Big Sister Lever Bros. inso CBS 
Ma Perkins Procter & Gamble Oxydol NBC 


Pushes Maine Lobster 


Maine Development Commission, 
Augusta, has launched a campaign 
of 250, 100 and 75-line advertise- 
ments in newspapers from New 
England to Baltimore, warning 
consumers to “insist on genuine 
Maine lobster” this summer. 
Brooke, Smith, French & Dorrance, 
New York, is the agency. 


Seymour Promoted 


Gideon Seymour, editor of the 
editorial pages of the Minneapolis 
Star Journal and Tribune, and a 
vice-president of the publishing 
company, has been named execu- 
tive editor of the publications, suc- 
ceeding Basil L. Walters, who has 
become executive editor of the 
John S. Knight newspapers. 


THE MINNESOTA 
STATE CAPITOL BUILDING ¥ 


in . 


ST. PAUL 
* 


Length—433 feet. 

Width—228 feet. 

Height of dome—220 feet. 

On 8 acres of ground. 

Started in 1898, completed 1905. 

Cost—$4,500,000. 

Roman Renaissance type of architec- 
ture. 

Body of Georgia marble. 

Staircases of ‘Italian and Greek marble. 

Foundation terrace of St. Cloud 
granite. 


Architect—Cass Gilbert. 


RIDDER-JOHNS, INC, 


' National Representatives 
. aw YORK CHICAGO 
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HE doesn’t like having to dash home from 

work and start a makeshift meal. With 

makeshift utensils. Without stopping to take 
her hat off. 


She doesn’t like living in rented, half-fur- 
nished quarters; not a green leaf in sight. 


As for rayon stockings—and L-85 skirts— 
and wartime unmentionables that look like 
rags after the first laundering—the less said, 


the better. 


But she is dreaming dreams. A white shingled 
cottage. A streamlined kitchen. The best in 


work-saving appliances. A whole new ward- 
robe of clothes. Most of all, she is dreaming 
of a new home and a better way of life when 
her man comes back. 


And she is building these dreams of hers on 
a solid foundation. They aren’t castles in 
Spain, the froth of wishful thinking. She is 
saving and her family is saving. She knows 
the things she wants and is planning for the 
day when she can get them and make these 
dreams come alive. 


Fawcett magazines are published for this 
young woman and her family. They buy 


more than 93,000,000 Fawcett publications 
a year. 


We believe it significant that they like us 


so well. 
* ok ok cK 


FAWCETT PUBLICATIONS, INC. 


publishers of True Confessions, Movie Story, Mo- 
tion Picture, Life Story, True, Mechanix Illustrated, 
and Fawcett Magazine Comics, consisting of Cap- 
tain Marvel, Captain Marvel, Jr., Don Winslow of 
The Navy and 5 others. 1501 Broadway, New York 
18, N. Y—360 N. Michigan Ave., Chicago 1, Ill.— 
Los Angeles 14, Pacific Mutual Bldg., Edward S. 
Townsend Co.—San Francisco 4, Russ Bldg., 
Edward S. Townsend Co. 


The middle class is the class of America 
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Admen React fo 
Newspaper Nets 
with Skepticism 


Reduced Costs Only 
Likely Advantage, 
Most Agree 


Chicago, May 31.—Considerable 
skepticism exists in the minds of 
advertisers and agencies over the 
value of newspaper networks, such 
as those proposed by John Cowles 
of the Minneapolis Star-Journal 
and Tribune at the recent news- 
paper meeting in New York, if re- 
sults of a letter sent to about 40 
midwestern advertising managers 
and agency executives can be con- 
sidered as typical. 

The report of Mr. Cowles’ sug- 
gestion that newspapers seriously 
consider the setting up of news- 
paper networks, in which “20 or 
40 or 60” newspapers would band 
together to sell space as a single 
unit, appeared in the May 1 issue 
of ApvERTISING AGE, and J. H. 
Sawyer Jr., of Sawyer-Ferguson- 
Walker, newspaper representative 
organization, reprinted the report, 
and sent it to a number of admen 
with requests for comments. Mr. 
Sawyer made no comment on the 
Cowles suggestion, merely asking 
for the admen’s reactions. 

More than 30 responded, and the 
original letters were turned over 
to ADVERTISING AGE—stili without 
comment by Mr. Sawyer—for 
analysis. A study of the letters 
indicates that there is much inter- 
est in the subject, but that adver- 
tisers would welcome networks 
only if substantial discounts from 
the individual rates of the papers 
-included were provided, and only 
if the network were set up so as 
to provide a great deal of flexibil- 
ity in the placing of orders. 


Favor Basic Idea 


Many respondents indicated that 
they were in sympathy with the 
basic idea, but that the practical 
difficulties were numerous, and the 
general impression remains that it 
would be extremely difficult to set 
up newspaper networks which 
would meet the needs and the de- 
mands of a substantial number of 
advertisers. 

Some typical comments follow: 

R. E. Pendergast, Campbell- 
Mithun, Minneapolis: “The princi- 
pal need of newspaper advertising 
is more interesting copy ... By 
and large, advertisers have been 
as bored with their newspaper 
copy as has the newspaper public, 
and they will be no less bored with 
the copy purchased in groups of 
‘20 or 40 or 60 papers on a must 
basis.’ . . . I do not personally be- 
lieve that group purchases are any 
solution unless they offer circula- 
tion at sizable discounts .. . Here’s 
another thought: 

“In radio we have continuous re- 
ports of the public interest in our 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 
100,000 readers daily! 
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JOURNAL - COURIER 
NEW HAVEN, CONN. 


programs... In newspaper adver- 
tising, all we ordinarily get is a 
bill. In my estimation, a very 
healthy stimulus to newspaper ad- 
vertising would be found in a re- 
porting system which more regu- 
larly parades the reader interest 
in advertisements before the ad- 
vertiser, his competition, the 
agency and its competitors.” 


Would Attract New Accounts 


P. C. Beatty, Maxon, Inc., De- 
troit: “I think newspaper net- 
works would be instrumental: in 
selling newspaper space to many 


accounts that in the past have 
been disinclined to consider news- 
papers.” 

Walter W. Rodie, Rock Island 
Railroad: “My personal opinion is 
that the establishment of news- 
paper networks would not be in 
the best interest of the advertiser 
... The individual newspaper has 
been an ideal medium for adver- 
tising and merchandising of a 
tangible product in a limited field 
and for advertising services which 
vary greatly in different communi- 
ties . . . If permissible networks 
are set up at attractive reductions, 


it may be that certain linage 
would be increased whenever a 
national message is to be told.” 

E. Ross Gamble, Leo Burnett 
Company, Chicago: “I don’t think 
newspaper networks are practical. 
When you use newspapers you 
want to get your advertising into 
the particular market covered by 
the individual paper .. . It is not 
the same as radio at all. In radio 
your program creates the audience 
and in newspapers it is the news- 
paper that assembles the audience 
. . . The only possible way that a 
newspaper network would be de- 
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Advertising Age, June 5, 1944 


sirable would be if the saving jp 
line rates was material.” 

A. R. Callies, Ruthrauff & Ryan, 
Chicago: “I do not believe the na- 
tional advertiser is particularly in. 
terested in newspaper networks 
unless there is a substantial eco. 
nomic advantage ... We would 
lose a certain flexibility in the se. 
lection of markets and papers.” 


Radio Example Bad 


W. R. Hendricks, Brown & Wij. 
liamson Tobacco Corporation: “In 
my opinion the newspaper by 
adopting a network of papers 
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CLICK 


—_ 


HIEF postwar concern of the man-in-the-street is the probable magnitude of his 
peacetime tax bill. And because the range of forecasts has run all the way from 
the unlikely to the impossible, CLICK called upon Ernest K. Lindley, syndicated 
columnist and Chief of Newsweek’s Washington Bureau, for a realistic appraisal 
of the true probabilities. 


In CLICK’S July issue the man who has been called “the best informed correspon- 
dent on Capitol Hill” explores all of the postwar tax possibilities for the benefit 
of the magazine’s more-than-a-million reader families. 


And in the same issue CLICK presents a keenly analytical article on the Russian 
economy by Eugene Lyons, author of “Assignment in Utopia,” a story on the 
World Fashion Center by Grover Whalen and an absorbing word-and-picture 
account of the first large scale conversion of Navy bombers into freighters. 


These are the things that reading America is interested in. Consequently these are 


the things that CLICK’S editors offer to a representative audience of more than 
1,000,000 American families. 


(AMERICA’S LARGEST MONTHLY PICTURE MAGAZINE 3 
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cross the country would probably 
pe following the very bad example 
set by the radio networks. I am 
sure every advertiser has been an- 
noyed by having to take stations 
in localities which were not neces- 
sary or desirable to do his particu- 
jar job. I shall always feel that 
the strength of a newsyaper is the 
fact that only wanted cities have 
to be put on the schedule.” ; 
Frank Hakewell, Roche, Wil- 
liams & Cleary, Chicago: “There 
is no question but that the selling 
of networks of newspapers will be 
desirable, but there are many 


things that will have to be con- 
sidered in setting up such a sell- 
ing practice,” such as making it 
possible “to readjust the list of 
papers to fit the needs of the indi- 
vidual advertiser. If you are sell- 
ing 50 papers and an advertiser 
finds only 30 of them directly 
beneficial, and if he cannot buy 
just those 30, then the earned dis- 
counts would probably not be 
sufficiently attractive to justify 
buying all 50.” 

E. A. W. Schulenburg, Gardner 
Advertising Company, St. Louis: 
“Actually, we do just that thing in 


making up newspaper schedules, 
but discounts are not available as 
things are now set up. On any 
newspaper network, it is going to 
be necessary to permit advertisers 
and agencies to make any selection 
of papers they want in a market 
and have a substantial discount 
apply to the whole group. Also, 
the network should be flexible as 
to the number of cities that are 
used.” 


Beucus Approves Idea 


Robert V. Beucus, Andrew 
Jergens Company: “I am pretty 


much in accord with Mr. Cowles’ 
idea that newspapers should pro- 
vide advertisers with networks 
... Our need, however, would not 
be ideally served if merely groups 
of newspapers were to band to- 
gether and sell advertising in all 
of them as a unit. Such networks 
would have to provide us with a 
carrier comparable to The Ameri- 
can Weekly or This Week Maga- 
zine, for we require the longer life 
of such sections.” 

Sam C. Gale, General Mills: 
“We have believed for a long time 
in the principle of a network of 


newspapers ... Such a network 
would have to insure not only sub- 
stantial coverage of all important 
markets, but sufficient continuity 
and intensity of schedules to pro- 
duce measurable results commen- 
surate with the investment... 
The majority of newspaper adver- 
tisers have not used the medium 
with sufficient continuity and in- 
tensity to secure satisfactory re- 
sults . . . because the majority of 
advertised products could not af- 
ford such’ use on a large scale 
basis. 

“In order to be effective such a 
network would have to grant sub- 
stantial discounts based upon vol- 
ume, frequency and coverage as 
compared with present national 
rates ... The selection of the basic 
group of markets which would 
have to be used by all network 
newspaper advertisers will un- 
doubtedly be one of the most diffi- 
cult problems . . . Our ore word 
of caution would be not to concen- 
trate too large a percentage of this 
basic circulation in the East where 
the over-all advertising costs in 
relation to potential volume tend 
to be high.” 


Finn Against Plan 

Joseph H. Finn, Reincke-Ellis- 
Younggreen & Finn: “I am not at 
all in accord with the viewpoint of 
John Cowles ... The essence of a 
successful newspaper is pretty 
much dependent on its local inter- 
pretation ... It is my conviction 
that if newspapers have so-called 
networks, this unity over areas 
should be entirely subordinate to 
the power and influence of each 
participant in his concentrated 
sphere.” 
Don Smith, Wilson & Co.: “I am 
not so warm on the idea. It might 
fit in with some national advertis- 
ers who have complete distribu- 
tion but I think the national ad- 
vertisers who would be interested 
in buying newspaper space on a 
network basis would be in the 
minority. As far as I am con- 
cerned, I would not want to lose 
the contact with the newspapers 
and their representatives which 


THE DIESEL, 
A Creative Factor 


T is generally known that the 

Diesel engine is so essential in 
war as to make Victory impossible 
without it. In peace it exercises a 
great favorable influence upon our 
national economy. It is therefore 
one of the most important factors 
to be taken into account in post- 
war planning. 


T will power our ships, our 

factories, our railroads, buses, 
trucks and farm machinery. In so 
doing, it will create a tremendous 
market for accessory equipment. 
Its business creating capacity is 
boundless. 


HE Diesel industry is booked 

now to produce engines for 
peaceful pursuits. This industry is 
served by MOTORSHIP and 
DIESEL POWER AND DIESEL 
TRANSPORTATION, giving the 
only A.B.C. blanket coverage of 
the Diesel field, and the only com- 
bination advertising rates for Diesel 
market coverage. 


Plan now to ride into post-war 
prosperity by advertising in the 
world’s only A.B.C. Diesel maga- 
zines. 


Space reservations are being ac- 
cepted. Complimentary copies, 
A.B.C, audits and rates gladly sent 
upon request, 


DIESEL 
PUBLICATIONS, INC, 


192 LEXINGTON AVENUE 


NEW YORK 16, NEW YORK 
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would be brought about by such 
group buying.” 

A. H. Halverstadt, Procter & 
Gamble Company: “It certainly 
seems to me that properly con- 
structed newspaper networks 
would be of great interest to many 
advertisers. They certainly would 
be to us.” 

George F. Tilton, Anheuser- 
Busch: “No doubt some national 
advertisers could use a newspaper 
network setup. Many would not 


© © © the source of daily 
business news .. . the pref- 
erence of management men 
© © © jn the greatest indus- 
trial area—the central west. 


be interested because it is exceed- 
ingly rare for an advertiser to 
enjoy the same per capita market 


opportunity in all parts of the 
country ... There is one thing, 
however, which radio has done 


which newspapers and magazines 
have failed to do, that is, to force 
advertisers to buy a minimum of 
13 weeks and thus gain the full 
power of repetition. 


‘Waste of Money’ 


“T have often thought that many 
radio advertisers were successful 
in spite of themselves just because 
of this radio sales policy, also that 
newspapers could pile up a very 
imposing list of successes if they 
sold their space on a similar basis. 
Frankly, markets for our product 
are so diversified .. . that I would 
consider it a waste of money to 
place advertising in newspapers 
on a network basis, unless the 
total rate were so low that I 
wouldn’t be too much concerned 
with the amount of the circulation 
that fell on barren ground.” 

James Witherell, Russel M. 
Seeds Company, Chicago: “It 
would seem to us that a news- 
paper net should be flexible... 
You should be able to buy a basic 


group of perhaps ten major mar- 
kets and the papers should be the 
most effective in each market. 
Then you should be able to add 
to this basic group any progres- 
sive sections .. . If a national net 
were contemplated, you should 
also be able to buy regional nets.” 

C. J. Coward, Kelvinator Divi- 
sion, Nash-Kelvinator: “I am not 
so sure I agree that newspapers 
should be sold on a network basis. 
One of the great values of buying 
newspapers on the present basis 
is that those of us who give ex- 
treme care to the buying of papers 
are able to select the right indi- 
vidual paper in each area . 
Basically, I feel there is a vast 
difference between newspapers 
and radio ... On radio, the adver- 
tiser builds his own editorial con- 
tent and is, therefore, very much 
interested in attaining uniformity 
on all stations used. On the other 
hand, newspapers furnish the edi- 
torial content and all the adver- 
tiser -furnishes is the advertise- 
ment ...I think you get the idea 
—I am not in favor of buying 
newspapers On a network basis, 


and I am afraid the newspapers 
would be letting themselves in for 


he Smatltowns 


of GRIT AMERICA 


(15,066 towns, each of less than 2,500 population) 


read GRIT 7 days a weck 


Dad Smalltown depends on Grit to keep him informed on 


developments in Europe, the Pacific, Washington, the baseball world. 
Mother wouldn’t miss Grit’s recipes, household hints, patterns. 
Sis likes the movie and radio news, fashion tips, comics. Junior, 
too, goes for the funnies, sports, the boys’ features. 
And all read Grit’s famous Story Section, with its 
modern short stories and serial best-sellers. 


LL TOWN” 


This is more than mere acceptance of a publication. 
Grit is wanted . . . waited for . . . eagerly read by every 
member of the Smalltown Family . . . and more than a 
half million similar families throughout Grit America. 
YOU CAN DO A MORE COMPLETE SELLING JOB WITH 


GRIT PUBLISHING CO., Williams 


More than 500,000 weekly Circulation 


REPRESENTATIVES: Osborn, Scolaro, Meeker & Co.—New York and Detroit 
The John Budd Company —Chicago, Atlanta, Dallas, Los Angeles, San Francisco and Seattle 
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a lot of grief were they to operate 
on that basis.” 

Walter Gibson, The Caples Com- 
pany, Chicago: “The writer is sure 
that some day some one is going 
to do something about it. A great 
many details would have to be 
ironed out—a thousand questions 
would have to be answered—but 
fact-finding research should pro- 
vide a satisfactory solution.” 

W. D. McDonald, Henri, Hurst 
& McDonald: “I think a newspaper 
network made intelligently flexi- 
ble, including 40 or 50 of our best 
markets should be successful after 
a reasonable time had elapsed and 
changes were made for making it 


_|more and more practical to fit ad- 


vertisers’ needs.” 


Would Welcome Networks 


G. Victor Lowrie, McCann- 
Erickson, Minneapolis: “T don’t 
think there is any question but 
that advertisers would welcome an 
opportunity to buy networks of 
newspapers, if care is exercised in 
the selection of each individual 
unit, and providing they could 
offer preferred positions—possibly 
units with color attractively priced 
... The present units have proved 
themselves effective advertising 
media and popular with advertis- 
ers. One of the reasons, I think, is 
because they enable an advertiser 
to buy dominating units of adver- 
tising en masse. These color units 
can be merchandised effectively to 
both sales organizations and trade 
outlets.” 

Ray N. Peterson, Stokely 
Brothers & Co.: “I have long felt 
the present operations of news- 
paper representatives to be one 
worthy of streamlined revision. 
Advertisers cannot use every paper 
in all markets, yet the individual 
papers have a story and use every 
method to club you into using 
their particular medium, I firmly 
believe a series of newspaper net- 
works to be the answer for more 
effective economic representation.” 
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Gothic Releases 
First National 


Magazine Drive 


New York, May 31.—Gothic Jar. 
proof Watch Corporation has 
started its first national magazine 
advertising for its “jarproog” 
watch, breaking with full, half ang 
two-third pages in June issues of 
Esquire, Liberty, Photoplay, True 
Story and Vogue. 

Other magazines will be added 
to the list, contingent on space 
availabilities, while plans are 
being discussed for expansion of 
the campaign to Sunday magazine 
sections of newspapers. The com. 
pany has long used business pub- 
lications in the jewelry field and 
promoted its line through dealer 
helps and advertising mats. 

Captioned “Crash landing .. . 
you may drop it—that won’t stop 
it!” copy says that Gothic is the 
only jarproof watch and points out 
that this timepiece can take a lick. 
ing yet keep on ticking, emphasiz- 
ing it is the only watch whose 
heart—its balance staff and jewels 
—is guaranteed for life. Most of 
the company’s output goes to 
Army post exchanges and ship’s 
service stores. The account is 
handled by Ray-Hirsch Company, 


Advertising 


Five Name Rex Ceder 


Rex Ceder Advertising, New 
York, has been named to handle 
the advertising of Atlas Tank Pro- 
cessing Corporation, marine con- 
tractor, and Oceanic Insul-Lite 
Corporation, marine and industrial 
insulation, both of Brooklyn; and 
Diorama Corporation of America, 
designer and maker of exhibits; 
James Gray, Inc., lithographer and 
printer; and Marshall Electric 
Corporation, marine contractor 
and manufacturer, all of New 


York. 
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Full-time staff for pre-war t 
merchandising service — dealer 
display; surveys; printing and 
poe a letters, postcards, road- 
sides, etc. 


Careful ti to 


treatment on all copy. . 


The Manchester Union- 

Leader performs the kind 
of services advertisers 
dream about— and seldom 
get. Standard Brands, like 
many other national adver- 
tisers, has found that space 
in this powerful newspaper 
sappested by the resultful 
plus-services offered by our 
merchandising staff do a real 
= of getting sales in the rich 

anchester six county Prim 
ary Zone. 
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A well 
tialtrade pa 
monthly Food 
ering important New Hampshire 
Food and Drug trade. 


tablished and infl 


er. Also a bi- 
ews Letter cov- 


Enthusiastic cooperation of New 
Hampshire Association of Retail 
Grocers, aiding new product in- 
troduction, retail distribution 
and mass displays. 
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Coolerafor Plans 
‘Flectrical Units 
After the War 


(Picture on Page 55) 


Duluth, Minn., June 1.—While 
completing plans to enter the elec- 
tric refrigerator and home freezer 
felds after the war, Coolerator 
Company, manufacturer of ice re- 
frigerators, currently is pushing its 
wartime model via national maga- 
zines, newspaper rotogravure and 
farm publications. — 

The company, which is conduct- 
ing experiments and tests which it 
expects to lead to the proposed 
new electrical units, stopped pro- 
duction last month on the $72.75 
ice refrigerator which it is offering 
in current consumer copy. The 
war model, much the same, except 
for the substitution of Masonite 
for some of its steel, meets WPB 
requirements, a point which Cool- 
erator emphasizes in its advertis- 


now in war work, 
Coolerator expects to start work 
on its new line of electric refrig- 
erators and home freezers within 
a year after production is author- 
ied by government authorities, 
according to J. H. Ganzer, vice- 
president and general sales man- 
ager. 


Available Now 


Keying its copy to the approach- 
ing summer season, Coolerator is 
using two-column black and one 


ter Homes & Gardens, Holland’s 
Magazine and The Saturday Eve- 
ning Post, smaller space in The 
American Weekly, roto in the Met- 
ropolitan Group, and farm maga- 
zines to remind consumers that 
“You can get a Coolerator now.” 

While “many of the things you 
want for that new home of yours 
will, of course, have to wait until 
our enemies are licked—you don’t 
have to wait to get fine refrigera- 
tion,’ the magazine copy says. 
Fresh foods stay fresh longer in 
the new family size refrigerator, 
and there’s no need for covered 
dishes, it adds, also emphasizing 
that plenty of “taste-free” ice is 
available, because of a four-way 
circulation of washed air, and 
that food odors disappear. “And 
because there are no moving parts 
to get out of order, you never have 
repair bills!” it points out. 

The wartime models are being 
sold through furniture dealers, 
department and hardware stores, 
and ice companies. In advertise- 
ments addressed to dealers, the 
company is stressing availability 
of the war “babies,” their excel- 


lent construction and compliance 
with WPB requirements. 

Batten, Barton, Durstine & Os- 
born, Chicago, handles the account. 


Nejelski Opens Office 

Leo Nejelski has resigned from 
American Home Products Cor- 
poration, where he was until re- 
cently a member of the advertising 
plans board, to open a public re- 
ations and management counsel 
office at 114 E. 39th St., New York. 


“But, Captain, the Green 
Hornet on WFDF Flint--” 


ee 


color ads in American Home, Bet-- 


Bird to Lederle 


Dr. John C. Bird, formerly vice- 
president and technical director of 
the vitamin division of Vick 
Chemical Company, has joined 
Lederle Laboratories, New York, 
as director of development re- 
search. 


Eisemann Appoints 
Eisemann Corporation, Brook- 
lyn, maker of magnetos, has 
placed its account with Aitken- 
Kynett Company, Philadelphia. 


Dunhill Plans New 
Men’s Toiletries Line 


Dunhill International Corpora- 
tion will expand its postwar op- 
erations with a new line of toilet 
articles and has formed Alfred 
Dunhill Men’s Toiletries Ltd., New 
York. Production, merchandis- 
ing and distribution of the new 
line will start as soon as war- 
time restrictions are eased and a 
national ad campaign will be em- 
ployed. No agency has been 
named. 


Lindsay & Curr Company, Roch- 
ester, to join the advertising staff 
of Famous-Barr Company, St. 
Louis. 


Merrell to St. Louis 


Margaret Merrell has resigned 
as advertising manager of Sibley, 


RADIO-CRAFT 25 WEST BROADWAY NEW YORK 7,N. Y. 


Every real American has unlimited faith 

- in the future of America. He has faith 
in that future because he can help to 
shape it. 


In the Southwest a great empire has 
been built by courageous men whose 
faith in this land gave creative strength 
to their vision. 


Those men and institutions in the 
Southwest who know and understand 
this land, who are a part of it, perpetu- 
ate this faith, for it is a living thing. 


KVOO is fortunate to have its home in 
the Southwest, to have an active part 
in the building of this progressive sec- 
tion of America, whose brief, but bril- 
liant past is but an indicative prelude 
to a rich future of ever larger oppor- 
tunities to- build and to serve. 


Edward Petry & Company—National Representatives 
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| 2ND LARGEST RAILROAD SHOPS 
IN THE UNITED STATES! 


$7,700,000 ANNUAL PAYROLL 
IN NORMAL YEARS! 


Sacramento's great Southern Pacific rail- 
road shops are the 2nd largest in the 
United States .. . employing in normal 
times over 4500 men with a $7,700,000 
annual payroll. Shops of the Western 
Pacific Railroad are also located in Sac- 
™ ramento, adding more to this important 

= transportation industry. Sacramento is 
= the intercepting point of North, South, 
East and West railways . . . spearhead- 
ing out to serve the rich Sacramento Mar- 
ket. 


Railroads -- added to Sacramento's other great income producing industries 
is what makes it a NUMBER ONE MARKET in the West. 


Nearly half the 420,000 people living in Sacramento’s 14 County trading area live in a 
Greater Sacramento. Here the Sacramento Bee, with a total ABC circulation of 76,568, |“ » 
covers that district 90%. This is a coverage more than double that of the nearest com- sank 
peting paper. Throughout the 14 counties, its coverage of 51% makes it the market's | ‘,;; 


premier medium. 


THE SACRAMENTO 


McCLATCHY NEWSPAPERS, PUBLISHER OF 


THE SACRAMENTO BEE @ THE FRESNO BEE @® THE MODESTO BEE Hal 
om 
Represented Nationally by page: 


NEW York « tos ancetrs O'MARA & ORMSBEE, INC. CHICAGO «+ SAN FRANCISCO Ther 
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EAR JOE. . . . BUSINESS CHART OF THE WEEK... . TI 


— arr Bs eee q 


. . . THE PAY-OFF . . . . OTHER FEATURES . . 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
-man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

Many of the men who have addressed 
you in this column have dealt with the 
situation of the advertising business 
when you return, from the economic point 
of view. They have 
told you that it is 
going to be a swell 
business to be in but 
it is going to take lots 
of stuff to compete 
and be up near the 
head of the parade. 

I agree with all 
that, but I would like 
to write you a letter 
about a different 
phase of the advertis- 
ing business which 
the war has brought out. I refer to its fine 
and hitherto somewhat unsuspected sense 
of social responsibility. 

You see, Joe, the advertising business 
has been such a tough, hard-boiled selling 
proposition; such a competitive race to be 
first at the market place with the most 
persuasion, that many of its own priest- 
hood didn’t know that it really had a soul. 
But back in December when the Nips 
dropped in unexpectedly on Pearl Harbor, 
there were a number of people in the 
advertising business who got their dander 
up. I think you might be interested 
briefly in what they did and the effect 
it may have on the future of advertising. 

When war broke out, the most imme- 
diate needs were for men and machines. 
Everything had to be done to get produc- 
tion going and to train men. But it soon 
became evident that at the same time 
people had to be urged to do the right 
things, instead of making the wrong 
moves or we would have quite a mess on 
our hands on the home front. 

Our government, Joe, unlike England 
and Canada, doesn’t have an advertising 
budget. There are an awful lot of people 
to reach to get something over and adver- 
tising is one of the established channels 
of communication. It is the only one 


C. G. Mortimer Jr. 


that permits repetition sufficient to get 
action in some cases. 

An outfit called the War Advertising 
Council was formed. A bunch of the 
finest and most effective men in all 
branches of the advertising business— 
agency, media and from the ranks of the 
advertisers themselves—went to work on 
the job. They went around with their 
hats in their hands and some ideas as to 
how selling goods and good will in adver- 
tising could be combined with doing a 
Paul Revere job with the people. 

The resuJt in 1943 was some $360,000,- 
000 worth of space and time in principal 
advertising media—and it is all on the cuff 
—both the space and time and the services 
of men to make it effective. 

Now the point, Joe, is this . . . a busi- 
ness or profession such as advertising 
must have a pretty active sense of social 
consciousness to do a job like that. If it 
has such a sense, doesn’t it stand to reason 
that it is going to manifest itself in the 
future in other forms? True, we hope 
this war is going to be over some day soon 
but the home front problems which peace 
will confront us with will be quite pro- 
found. Advertising can help solve them. 

It seems to me that if it is true that 
the fires of war have a purifying effect 
on men—as some philosopher said they 
have—war may have something of that 
effect on the boys in the advertising busi- 
ness. 

It was only three or four years after 
the end of the last war that I got into 
the advertising business. Visualizing you, 
Joe, starting out in the same business after 
this war, it seems to me fair to guess that 
you will be coming into a business far 
more advanced, far more proud and a 
darned sight more mature than it was 
two decades ago. 


C. G. MORTIMER JR., 
Vice-President in Charge 
of Advertising, General 
Foods Corporation, New 
York. 


Ihe Pay ~ Off t NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 

Many mail order advertisers received a 
shock recently when the World Almanac 
notified them that because of the shortage 
of paper no advertising of any kind will 
be accepted for the 1945 edition. 

This publication illustrates well the 
anomalies of mail order advertising. 
Crowded with advertising to the point 
where it seems that no reader could pos- 
sibly see the many small ads, it yet 
apparently brought good returns because 
the same advertisers use it year after 
year, 

The 1944 edition, for example, carried 
80 pages of ads jammed together in the 
back and front of the book. Of these 98% 
Were mail order ads either carrying a 
Coupon or asking for a direct reply in 
Some other manner. Three-quarters of 
the space was occupied by page adver- 
lisements but the remaining 25% carried 

ads, some as small as 14 lines. 

Twenty-one advertisers ran more than 
one ad in the issue. Thus International 
Correspondence Schools had 2 pages; La 
Salle Extension University, 5 pages; 
Haldeman-Julius, 5 pages; David McKay 

Ompany, 5 pages; Keeley Institute, 2 
pages; G. & C. Merriam Company, 2 
Pages; Funk & Wagnalls, 4 pages; etc. 

here were 11 advertisers who used ads 


smaller than a page but ran more than 
one ad in the issue. 

Practically all of the page ads carried 
a coupon for easy reply but few of the 
small ads did. Most of the ads are jam- 
packed with copy and few would be con- 
sidered good looking ads. Less than one 
half dozen ads out of the 133 in the book 
do not ask for an answer—are not mail 
order ads. 

The study of a successful mail order 
medium like this raises a number of 
questions for both mail order and general 
advertiser alike. 

For instance, why does it pull results 
for so many different advertisers? Is it 
because the presence of a lot of mail 
order ads help each or is it because the 
book over the years has developed a 
reader habit of replying to ads? This 
latter seems hardly logical because the 
book is primarily a reference work and 
many of its readers must consult it only 
occasionally and then for just one refer- 
ence. 

If it is a good medium for mail order 
advertisers, should it not be a good me- 
dium for general advertisers also? The 
rate is low and the life of the publication 
long. Yet general advertisers apparently 
shun it. Why? 

If a number of general advertisements 


appeared in the book, would it become 
a poorer mail order medium as one of 
my experienced mail order advertiser 
friends asserts always happens in such 
a case? In other words, are mail order 
advertising and general advertising in- 
compatible in the same book? 

If 21 mail order advertisers find it 
profitable to advertise their products in 


several ads in one issue (and this is true 
of many other publications besides this), 
might not general advertisers also profit- 
ably run several ads in a magazine or 
newspaper? Retail stores often do this in 
newspapers and national advertisers on 
a radio station, yet national advertisers 
almost never do in either newspapers or 
magazines, 


lhe Creative Mans Corner 


Once upon a time a man named Ned 
Jordan wrote an ad for his Jordan Play- 
boy automobile that had the other motor 
makers’ writers following his line for 
years. 

The title of Ned Jordan’s famous ad 
was Somewhere West of Laramie and the 
illustration showed a gal up in the front 
seat of that Jordan Playboy looking into 
the ‘sunset with all the romance of the 
West blowing through her rippling hair. 

It was poetry. 

And it set the pace and style cf auto- 
mobile copy for a decade. 

The trouble was it wasn’t advertising. 

After a while the Jordan automobile 
ceased to be. But the Jordan copy lin- 
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gered on. Until one day a young man 
named J. Stirling Getchell wrote an 
advertisement for the new Plymouth car 
that said in big black type Look at All 
Three! In case you’ve forgotten, what 
Stirling Getchell meant was look at Ford 
and Chevrolet—and look at Plymouth, 
too! And real advertising came back to 
the motor car field. 

What made us think about Ned Jordan 
is the pattern that was set when Walter 
Wier wrote Fighting Mad. Of course, this 
wasn’t an advertisement. But it was writ- 
ten by an advertising writer and it 
appeared first in an advertising journal 
and its effect on other advertising writers 
has been immense if not profound. 

It is certain that Walter Wier had no 
more notion of what that heated outpour- 
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business Chart of the Meck 


U.S.Income, Expenditures and Taxes 


ing was going to do to advertising than 
Ned Jordan had when he wrote about his 
Playboy. 
The fact remains, however, that Wier 
loosed a flood that hasn’t abated an inch. 
Take this Little People advertisement, 


one of the latest from the anti-inflation 
campaign: 


WE’RE Just LTTLE PEOPLE 


We're not brass hats. 

We're not big shots. 

We're just plain folks ... but 

We're the folks who made this country ! 

And we're the folks who will save it! 

Save it from two things it’s got to be saved 
from now. 

The first thing is the Enemy. The second’s 
—ae that doesn’t look very dangerous 

ut is. 

It’s the danger of Prices Getting Out of Hand. 

Here we are this year—after we've paid our 
taxes—with 131 billion bucks in our pockets. 

se only 93 billion dollars’ worth of goods to 

uy. 

That leaves 38 extra billion dollars. And no 
place to spend it. 

Sure, the easy thing to do is to take that 38 
billion and start running around buying 
things we don’t need, bidding against each 
other... forcing prices up and up! 

Then people want higher wages. Then prices 
go up some more-—~and again wages go up. 
So do prices again. 

And then where are we! 

But us little guys—us workers, us farmers, us 
business men—are not going to take the 
easy way out. 

We're not going to buy a single, solitary thing 
we can get along without. 

We're not going to ask higher wages for our 
work, or higher prices for the things we sell. 

We'll pay our taxes willingly, without griping 
... no matter how much in taxes our coun- 

try needs. 


We'll pay off all our debts now, and make no 
new ones. 
We'll never pay a cent above ceiling prices. 


And we'll buy rationed goods only by exchang- 
ing stamps. 

We'll build up a savings account, and take out 
adequate life insurance. 

We'll buy War Bonds until it pinches the day- 
lights out of our pocketbooks. 

Heaven knows, these sacrifices are chicken 
feed, compared to the ones our sons are 
making. 


Obviously, that is heavily watered 
Wier. But it also is a fair sample of the 
stuff the flood is made of. 

Advertising, and war advertising in 
particular, as this Corner has noted be- 
fore, needs to get back to cases. To you 
instead of we (especially in soliloquy). 
To the eighty dollar weékly paycheck 
instead of the billions of bucks. To the 
twelve dollar bottle of bourbon and the 
counterfeit gas coupons. To the folks 
who are asking higher wages and the 
folks who aren’t buying war bonds. 

Maybe advertising needs another 
Getchell. 


: 1942 
Total Income Payments $116.6 Billions 
Excess--Additions to Cash and 


a Nedinideal Checking Acts 


$82.0 
Spent on goods 
and Services 


1943 
Total Income Payments $142.3 Billions 


Additions to Cash and 
ce rdividual Checking Acct, 
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38 
G. D. Tons Joins KDKA 


George D. Tons, formerly divi- 
sion manager of the Andrew Jer- 
gens Company for three years and 
previously division manager of 
Cudahy Packing Company with 
headquarters in Pittsburgh, has 
joined the sales staff of KDKA, 
Pittsburgh. He succeeds James F. 
Murray, who has been named sales 
— manager of WJZ, New 

ork. 


Joens Joins Agency 

Karl M. Joens, advertising man- 
ager of Standard Oil Company of 
Nebraska since 1939, previous to 
which he served as assistant, has 
been named an account executive 
of Allen & Reynolds, Omaha 
agency. 


MULTIGRAPHING —FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 8S. Dearborn 8t., Chicago Wab. 8655 


Stetson’s ‘Loose Talk’ 
Drive Pays Big Dividends 


Helps to Relieve 
Strained Dealer, 
Sales Relations 


By IRVING GENATT 
(Picture on Page 55) 
Philadelphia, June 1.—When, in 
the fall of 1942, John B. Stetson 
Company decided to devote its 
advertising to one of the War Ad- 
vertising Council’s major home 
front campaigns—information se- 
curity—it had not the faintest 
conception of what its “Keep It 
Under Your Stetson” slogan would 
do in building good will and 
cementing relations with its vast 
dealer organization, which was 
facing increasingly difficult war- 
time conditions. 
Years of consistent advertising 
had made the Stetson name 


synonymous with style and quality 
in the hat field. The company 
enjoyed a most cordial relation- 
ship with its dealers, who over the 
years were given every device of 
promotional aid by Stetson, which 
included also substantial allow- 
ances for cooperative advertising. 
The Stetson sales organization 
could always go out prior to the 
fall and summer seasons and: pre- 
sent a wide variety of new styles, 
the only tangible selling point it 
could play up as each new season 
rolled around. 

But the war changed things in 
the hat industry, as it did in many 
industries, bringing about a sim- 
plification in manufacturing plans. 
It was necessary, because of re- 
strictions on materials and labor, 
to produce fewer hat styles. As 
a result Stetson inclined toward 
emphasis on fewer models so that 


it had relatively few new styles 
to offer. 


Fashion Copy ‘Out’ 


The Stetson management felt 
strongly that wartime fashion ad- 
vertising was not in good taste. It 
had withdrawn its cooperative 
advertising allowances to dealers 
and there was a need for filling 
this promotional gap. Besides, the 
company found it necessary to 
limit sales to Stetson dealers, in- 
stituting an allotment plan based 
on the dealers’ purchases during a 
given previous period. It also 
became necessary to refuse orders 
from old, valued customers who 
wanted more than their quota of 
merchandise. New and desirable 
accounts seeking a Stetson fran- 
chise were turned down because 
of limited production. 

Altogether, Stetson found that 
these wartime problems were a 
potential threat to continued good 
dealer relations. 

Something had to be done. 
Something powerful and effective. 
Something that would stimulate 
the interest of Stetson dealers. 
Kenyon & Eckhardt, the Stetson 
agency, was asked to get its crea- 


AT HEBRON, NEBRASKA 


J.R. Kenner, presidentand H.R. 
Killinger, cashier (above), 


Thayer County Bank examine the 
names of the 125 farm families 
who subscribe to Capper’s 
Farmer in that vicinity. 


They know them well—regard 


them highly. 


a ‘ 
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In Thayer County, Nebraska—or elsewhere in mid-America— 
you'll find the pick of the practical farmers reading Capper’s 
Farmer. Mention the names of these subscribers to their local 
banker and he will probably comment—“splendid farmers... 
as good as there is... they’ve got what it takes.” 


The farm-tested editorial content of Capper’s Farmer attracts fam- 
ilies that farm for a living. It repels mass small-town circulation. 
Hence, the editorial department keeps combing the country for 
ideas that will make a farmer more money. This gives traffic—and 
a reader confidence that carries over to the advertising columns. 


ra 
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=— CAPPER’S FARMER 


The ONE National Farm Magazine that Speaks the Farmer's Language 


Advertising Age, June 5, 1944 


Loose tatk lengthens the war 
Keep it under your ; 
_STETSON. & 


REPEATS THEME—The current Stetson 

war theme appeal being used in mage- 

zines is supplemented by this full-coloy 
poster, lithographed for dealers, 
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tive people working on the prob. 
lem. 


Russell Explains Problem 


Let George L. Russell Jr., Stet. 
son president, outline this prob- 
lem in his own words: 

“We had, and still have, a feel- 
ing that the attitude of the Ameri- 
can public toward advertisers js 
very different in these years from 
normal times. We believe they 
instinctively give their good wil] 
to those advertisers who are 
obviously helping with the thing 
that concerns all of us most—the 
winning of the war. 

“The problem that concerned us 
most was one of trade relations, of 
keeping the good will and coop- 
eration of our dealers at a time 
when it is difficult for them to get 
as many hats as they would like 
to have.” 

Advertising in the generally 
accepted sense of making adver- 
tising produce sales did not seem 
expedient, the Stetson manage- 
ment felt. National advertising on 
a war theme seemed the more 
appropriate tack under present 
circumstances. 


Acceptance Uncertain 


But how would the Stetson sales 
organization feel. about a. total 
absence in advertising of all men- 
tion of style, their sales forte’ 
How would this war theme adver- 
tising be taken by Stetson dealers’ 
What kind of war theme to adopt? 
How would the company benefit 
by such advertising? 

These and other questions had 
the Stetson management and K&E 
huddling for answers. There were 
many home front campaigns whose 
urgency was stressed by the War 
Advertising Council and major 
government war agencies, which 
were getting good support by 
national advertisers. But none 
was steadily, consistently publi- 


cized by any one advertiser, The 
information security theme wa 
regarded as vital by the Army, 
Navy, FBI and others. Loose talk 
was costing lives, sinking ships, 
losing cargoes. 

This seemed to Stetson and 
K&E like a good home front cam- 
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. The Register is rated* th 
7th test market in the U. § 
—2nd in New England. Wit 
@ minimum cost you 
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“Independent Survey of Providence Bele# 
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to which the company could 

its advertising space. Why 
not a “keep it under your hat” 
slogan? A natural! But, better 
still, why not “Keep It Under 
your Stetson”? 


Started in 42 


So in the fall of 1942 Stetson 
proke in full pages in Collier’s, 
Esquire, Life and Look, with art 
work portraying ships being sunk 
and lives being lost by loose talk 
and idle gossip. Captions such as 
“Idle Words Make Busy Subs!” 
“Careless Talk Did This!” “The 
Enemy Wants to Know What You 

1” “Loose Talk Can Cost 
Lives!” and others, were used to 
jend power and force to the illus- 
trations, while all ads carried the 
admonition that “loose talk can 
jengthen the war,” and told read- 
ers to “Keep It Under Your Stet- 


aign 
devote 


n. 

The results were stimulating. 
Stetson dealers immediately sensed 
the potential sales and good will 
value of this patriotic appeal to 
people to button up their lips. 
The company was besieged with 
requests for blow-ups of the mag- 
azine ads and dealers wanted 
window posters and display cards 
featuring the loose talk theme. 

For the first time in its history, 
Stetson packaged a tie-in kit for 
dealers and put a price of $5 on 
the parcel. It actually sold more 
of this advertising material to 
dealers than it could give away 
under normal conditions. News- 
paper mats were sent to all deal- 
ers and the “Keep It Under Your 
Stetson” campaign came in for 
continued seasonal insertions in 
newspapers across the country. 


Print Order Increased 


Because of its widespread ac- 
ceptance, Stetson stepped up the 
print order for its merchandising 
kit when the 1943 summer season 
got under way. In addition, deal- 
ers were offered book matches, 
correspondence stickers, window 
cards, mail stuffers, postcards, and 
newspaper mats, and were glad to 
pay the full cost of using these 
mats in local advertising tieing in 
with the loose talk campaign. 

Not only did the campaign 
firmly cement dealer relations, but 
it also paved the way to pep up 
the entire Stetson sales organiza- 
tion, which really had something 
more tangible to sell than styles, a 
powerful, patriotic, natural Stetson 
slogan which was making many 
new friends for the company. 

Again in 1943, for the fall sea- 
son, all Stetson advertising con- 
tinued the drive against idle gos- 
sip. Full pages in color were 
employed in Collier’s, Esquire, 
Life and Look. By now the for- 
merly peeved and put-out Stetson 
dealers were solid, staunch and 
proud Stetson supporters. Here’s 
a typical letter received from a 
dealer: 

“I used the display as furnished 
by you illustrating ‘Keep It 
Under Your Stetson.’ The results 
were so phenomenal that I feel 
duty-bound to write you and tell 
of its effect. 

“I changed my windows Thurs- 


COLLINS 
. HUTCHING 


PHOTOsE 


day afternoon and installed the 
first of the series of displays at 
4 p. m. Between then and the 
time I am writing this letter, 
5 p. m., Friday, we sold $252 
worth of Stetsons. This amount 
far exceeds anything that we have 
done before. 

“I must compliment you on the 
fine piece of advertising you have 
started. We believe very strongly 
in advertising, especially during 
these times, and we think that 
your choice of a theme this year 
was very apt and, frankly, shows 
a touch of genius.” 

This letter was received from a 


dealer in a small town of 3,906 
population. But the letter is typi- 
cal of hundreds received by Stet- 
son, not only from dealers, but 
government officials, the military 
and from heads of industry, busi- 
ness and labor. 


Invasion Brought In 


For the summer, 1944, season, 
Stetson is again adhering to the 
“Keep It Under Your Stetson” 
slogan, giving its continuous plug- 
ging of the loose talk campaign 
even greater emphasis in the face 
of the impending invasion. 

The latest ads are captioned 


“Let’s bring him home quicker!” 
and copy stresses that now more 
than ever the enemy wants to 
learn our war plans and efforts. 
“Don’t help him, don’t let up on 
your vigilance one bit just be- 
cause victory seems certain,” says 
the copy. “Every day by which 
this war is shortened will save 
thousands of lives. Loose talk is 
still dangerous. Loose talk can 
lengthen the war. So, whatever 
you hear, whatever you know, 
whatever you learn, don’t let it 
get to the enemy. Keep it under 
your Stetson.” 


What has all this done for the 
company? Here’s what Mr. Rus- 
sell says: 

“It would be difficult for me to 
tell you how much this war adver- 
tising has helped us in our job of 


FREE LANCE ADVERTISING WRITER 


National reputation for humorous and 
historical onny. Award winner. Writes 
campaigns, plan books, sales manuals, 
etc. 22 years experience. $12,000-a-year 
man. Available in New York on time or 
job basis. Write Suite 304, 104 West 70th, 
New York City 23. 


Today's world is as big as all the hopes and fears, the 


thoughts and deeds of two billion human beings. Yet it’s small enough 


to hold in your hand every day. For all the world comes to you 


every day in your newspaper: the mighty panorama of worldwide war 


and the intimate glimpse of what goes on around the corner...each in 


its proper focus. * Never before has the demand for newspapers been so 


great. Never before have so many millions relied so heavily on newspapers 


for information. * That's why the newspaper packs so much 


power today for any advertiser with a story to tell or a product to sell. 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by the Chicago Tribune in the interest of all newspapers 
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building and maintaining good|from men in the service—our fu- 
will with our trade during this|ture customers—expressing their 
troublesome time, when all hat| appreciation of the way Stetson’s 
manufacturers have had most seri- | advertising is helping with the war 
ous problems in supplying suffi- | job.” 
cient merchandise. The Stetson president is also 
‘ ’ forthright on the question of how 
Future Customers’ Approve the company came to adopt this 
“We have had more favorable | advertising theme. “It was not 
comments in the field and more|/inspired solely as a contribution 
letters from retailers about our|to the war effort, but also from 
advertising than ever before in| what we conceived to be our own 
Stetson’s history. But over and|self interest,” he explains. 
above this fine job with the trade, That the “Keep It Under Your 
we have received communications | Stetson” ads are making Stetson 


For Best Results Advertise in— 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 
markets in the Middle West. 

THE CHICAGO DEFENDER 
THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 


Sold separately or in combination 
Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
NEW YORK OFFICE: 101 Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


one of the most firmly established 
trade names in the hat field is 
borne out by readership studies of 
the Stetson magazine ads. In a 
full-page ad in the October, 1943, 
issue of Look, the Stetson inser- 
tion had more than 2% times 
greater readership than the aver- 
age black-and-white ad in the 
same issue. In one issue of Life, 
and another of Collier’s, the Stet- 
son ad had more than three times 
the number of readers than the 
average black-and-white page in 
the same issues. This unusually 
high readership has been consist- 
ent with all Stetson ads keyed to 
the loose talk theme. 


Outlines Postwar Aims 


Postwar objectives at Stetson 
are simple, says Mr. Russell. “It 
is not too early to say something 
about the years after the war, for 
which we should all be planning. 
Some people promise that these 
postwar years will be crowded 
with marvelous developments and 
inventions which will turn the 
world into something brand new. 
I think there will be no magic in 
our postwar way of life. We will 
spend much of our effort in trying 


to pick up where we left off before 
the war and improving slowly 
upon our prewar life. 

“Stetson is planning and study- 
ing for the postwar market with 
the goal of increasing its volume 
to the highest level in its history 
and maintaining the Stetson name 
as the outstanding quality mark 
in hats. 

“Naturally, when the war is 
over, we will want to go back to 
hard-hitting style promotion. How- 
ever, I am very positive that no 
straight hat advertising in which 
we could have engaged during the 
war years could have won nearly 
as much cooperation from our 
trade, and good will from our 
present customers and from the 
men in service, as the ‘loose talk’ 
campaign has obtained for us. 

“In conclusion, the point I want 
to make is that helping the war 
effort with advertising can also, 
and very definitely, help the man- 
ufacturers who engage in it and 
the retailer who promotes it. It 
is largely a problem of finding a 
common ground for the interests 
of both the advertiser’s business 
and the war, and of doing the job 


with a sincere desire to help.” 
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PLASTICS’ subscription list is limited... purposely... limited to 
14,000 men who buy or influence the buying of plastics to provide 
COMPLETE coverage of the industry, its customers, and its prospects at 
lowest cost. Nationally, PLASTICS is an advertising medium of great 
force and power. 


<2 Se 2 aaa a E Just as the industry is unique, here is a magazine different from all 
SLASTICS’- Platform =, a others. Different in format. Different in editorial content. Different. 
: Ubscriptions purposely limited 3° —=— in the keen interest it has aroused with the very first issue. 

nee KSy Saas ; are This is what we mean by “different”: PLASTICS is filled with inter- 


overage of approximately-14,000 
eaching the entire industty, its cuss ia 


esting articles edited for the layman as well as the engineer. Unusual 


omers, and- prospects. stheamenmrhes= | photographs reproduced in FULL, NATURAL COLOR build reader ‘in- 
ill make the buying decision today terest; vital property and processing data, edited by experts, give the 


nd in the post-war period. 


production chief the facts he needs for application decisions. It SELLS 


Charts to indicate wheté specifies = sea plastics to present and prospective buyers. It MERCHANDISES plastics 


lastics are being or may later On be 
sed. Complete, accurateidatgon. - =" 
ysical characteristics and processing 
of production engineers, chéiftical te 
engineers, etc. pate wn OO 


.. + Skillfully, effectively. It brings to the reader up-to-the-minute in- 
it aT formation about materials and methods... it breaks new trails today 
oe throughout American industry for extra post-war plastics business. 


mbes That’s why PLASTICS offers to advertisers such an outstanding op- 


photographs off ehamel papers 
® Fully keyed to executive readership 


e Distingushed format: Fult-color.--. 


portunity to present their sales story to ALL who are associated with 
the plastics industry. 


and permits brilliant color agvertisinges Write to our nearest office today for rate card and detailed information. 
@ Underwitten by one of the sea sieteter- 

most successful publishers Ameren. 

@ No other medium offers Comparable 4 
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per thousand. Re 3 


RATES 


1 TIME 6TIMES 12 TIMES 

Full Page $200.00 $186.00 $150.00 
Fractional pages in proportion. 
Complete rate card on request. 

Final forms close the first of month preceding. 
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‘SO ZIFF-DAVIS PUBLISH 


540 N. Michigan Ave., Chicago 11, Illinois e Offices: New York e Washington e Los Angeles e London e Toronto 
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7-Mo. War Theme 
Newspaper Ads 
Hit $36,923,545 


New York, May 30.—War-effor 
advertising by daily and Sunday 
newspapers during the seven. 
month period ending Feb. 29, to. 
taled $36,923,545, according to the 
latest in a series of reports com. 
piled by the Advertising Checking 
Bureau for the ANPA Bureay of 
Advertising. Of the total spent fo; 
all projects except war bond 
(which totaled $16,955,784) $19. 
095,408 was paid advertising, ang 
$872,353 was donated by newspa- 
pers. Of the paid total, nationg) 
advertisers spent $10,831,681, loca) 
advertisers $7,026,027, and the goy-. 
ernment for recruiting purposes 
expended $1,237,700. 

For the month of February, the 
Bureau of Advertising revealed g 
total of $2,436,567 in war-effort aq. 
vertising by daily and Sunday pa. 
pers. This total excluded advertis. 
ing for the 4th War Loan drive 
Feb. 1-15, which was credited to 
January at the U. S. Treasury's 
request, and war-effort advertising 
in weekly newspapers. 

Of the 35 projects supported by 
daily and Sunday ads during Feb. 
ruary, war bond advertising (ex- 
cluding the Feb. 1-15 war loan 
figure) topped the list with $395, 
795 or 16.2% of the total; second 
largest was for the “Don’t 
Telephone” project—$349,285 or 
14.3%; and third, waste paper sal- 
vage, $264,703 or 10.8%. Of this 
February copy, excluding war bond 
space entirely, $1,897,838 was paid 
advertising and $142,934 was do- 
nated by newspapers. 


Anchor Boosts Glynn 


James J. Glynn, formerly assist- 
ant sales manager of the con- 
pany’s container division, has been 
named Pacific Coast sales man- 
ager of the container and closure 
divisions of Anchor Hocking Glass 
Corporation. He will make his 
headquarters at Maywood Glass 
Company, Los Angeles. 


Guler Is Promoted 


George Guler, with the company 
for 15 years, has been named sales 
manager of the Air Conditioning 
Controls Division of Minneapolis- 
Honeywell Regulator Company 
with headquarters in Minneapolis 
Lou Belford, field supervisor 0 
the company’s Aero Division for 
the past two years, will succeed 
to Mr. Guler’s former post of zone 
supervisor of air conditioning con- 
trol sales in New York. 


Stockton Elects 


George Graffis, Pacific Gas & 
Electric Company, has been electe 
president of the Stockton, Cal 
Advertising Club. Other officers 
are Fred Udall, California Patk 
ing Corporation, vice-president 
Leroy Swenson, Dr. Pepper Bot 
tling Company, secretary; am 
Richard Parson, Stockton Mort 
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JACKSON — Your 
Stable Market 


Mississippi's effective buying '* 
come, for the 12 months ending 
September 30, 1943, had reached 
$1,074,426,000. In 1942, the states 
effective buying income increas 
180 per cent over 1939. Jackson, 1 
Capital City, is the center of be 

state's agricultural and industria 
market. It is one of the sele@ 
"Class A Areas’ predicted to hold 
its wartime growth, and to continus 
to grow, after the war. Remembef 
WSLI offers you effective coverag® 
of this 'Double-Return’ market-@ 
less cost. 


BLUE NETWORK 


WEED & COMPANY 
NATIONAL REPRESENTATIVE 
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‘Companion’ Plans 
to ‘Service the 
Woman's Mind’ 


Suna New York, May 31.—Emphasiz- 
seven. | ing 2 trend of women’s service 
29, to. | magazines to supply the mental 
3 to the | and intellectual needs of women 
ts com. | as well as their beauty, home- 
hecking | making and fiction needs, Woman’s 
ireau 7 Home Companion, since the ap- 
pent for intment of Edward Anthony as 
bonds publisher and William A. H. Bir- 
4) $19. | nie as editor, a year ago, has 
ing, and | introduced and consistently ex- 
newspa- panded a policy of “servicing the 
national | woman’s mind.” 
81, local The regular service departments 
the gov- and fiction continue extremely im- 
DUTposes portant in all women’s magazines, 
put, as women’s interests and 
ary, the occupations have broadened, dis- 
vealed 4 9 cussions of subjects which for- 
ffortad. ¢ merly, would have been consid- 
day pa- ered too erudite for the weman 
idvertis. | reader have been given more and 
in drive | more space in these publications. 
dited ts In the Companion, for example, 
reasury’s such subjects as taxes, rackets, 
vertisi cancer, battle shock, and race tol- 
ng erance have been treated in recent 
orted by 9 issues, and in forthcoming issues 
ing Fel, the diet of similar material will 
ing (ex- | % continued. 
var let “All women are concerned, not 
th $395. 9 my with their homes and fam- 
|: second ilies, but with the problems of 
“Don’t | day and the probabilities of 
9.285 o tomorrow,” Publisher Anthony 
, ' fT and Editor Birnie explain. “The 
a) = war is broadening their experience 
b Sf and outlook. Women today—mil- 
war bond  jions of them—want more than 
a facts about home-making and 


beauty. They want to know ‘what 
the world is coming to.’ ”’ 

Both Mr. Anthony and Mr. Bir- 
nn nie have had many years of news, 


ly assist- 9 4 well as magazine experience. 
the com- § Until he took on the Companion 
has been @ Post, Mr. Anthony was public rela- 
les man- § tions director of Crowell-Collier, 
d closure § Which publishes the Companion. 
-ing Glass Mr. Birnie was on the editorial 
make his § Staff of the New York World- 
od Glass § Telegram and The American Mag- 
azine before taking over on Com- 

panion. 
The magazine’s fiction has also 
been more closely attuned to the 
» cOMpany times. For.example, serials which 
‘med sales @ formerly ral in six parts now run 
nditioning § @ Maximum of four, many issues 
nneapolis- § Ty a complete short novel, fic- 
Company,§ ton is being “streamlined” for 
nneapolis younger readers, and new writers 


orvisor of§ ate being introduced. 
vision for 
ll succeed 


‘st of zone | SUrplus War Goods 
oning co | Newsletter Announced 


To clarify the inevitable con- 
fusion and uncertainty in the 
business world on government dis- 
Sc Gas &§ Position of surplus goods after the 
en electei§ War, a new information service 
ston, Cal.§ entitied “Surplus War Property 
er offices § Newsletter” has been announced. 
‘nia Patk-§ Available to subscribers only ($40 
-president for six months, with privilege of 
»pper Bolg 'enewing for one year at $75), the 
tary; ang Newsletter will analyze and ap- 
on Morris Praise Washington’s plans and an- 
houncements on the subject, digest 
Congressional bills introduced on 
surplus property, and give infor- 
—" on surplus war property 

s. 

Editor of the newsletter is Vin- 
ent F. Callahan, for the past three 
years national director of adver- 
Using, radio and press for war 
bond promotion, U. S. Treasury 
meepartment. According to Mr. 

Callahan, who will be assisted by 
® staff of qualified Washington 
porters, the private newsletter 
*rvice is “not connected with the 
Surplus War Property Administra- 
tion of the government.” 


ad reached 
the state’ 
e increase@ 
Jackson, tm 


4 industri i . > 


me 
Cw 


the sele . 

- 7 = . 

© conti . 

fee Suilding Product 
See =ARCHITECTURAL MEN 


PANY 
NWTATIVE 


P nee ea ; 
encil Points: 


Magazine of Architect 


Enters Import Field 


Westinghouse Electric Interna- 
tional Company, New York, sub- 
sidiary of Westinghouse Electric & 
Mfg. Company, placed large space 
ads in financial journals to an- 
nounce its entry into the import 
field to engage in a general import 
business. The company has oper- 
ated in international trade as an 
exporter for more than 25 years. 
John W. White, president, said the 
separate import department will 
make use of the worldwide West- 
inghouse organization to purchase, 


for import into the U: S% prédiucts 
consisting principally of raw ‘mate- 
rials. 


Toronto Club Elects 


A. McDonald Robertson, Stanley 
Mfg. Company, has been elected 
president of the Young Men’s 
Advertising and Sales Club of 
Toronto. John E. Baird, Goodyear 
Tire & Rubber Company, is vice- 
president; E. R. Turnbull, Geo. H. 
Hees Son & Co., secretary; and 
J. S. Montgomery, National Gro- 
cers Company, treasurer. 


Vickers Heads Plastics 


R. D. Vickers, with the company 
since 1929, has been placed in 
charge of plastics and chemical 
sales in the eastern region for 
Goodyear Tire & Rubber Com- 
pany. His headquarters are in 
New York. 


41 
Sanders Missing 


Major Russell A. Sanders, for- 
merly national advertising man- 
ager of the Cincinnati Post, and 
subsequently with Scripps-How- 
ard and several magazines in New 
York, has been reported missing in 
action over France May 8. 


Covnes BUYERS in Charge of Catholic Churches « 


Schools « 


Institutions 


A National Publication, published bi-monthly at Milwaukee, Wis. 


BATTLES 
ARE WON 


——— ago a famous Chinese General said that battles need not 
be fought in the field if the winning strategy was first prepared on paper. 


Producers of Fine FULL -Colored 


FOLDERS - BOOKLETS 
BROADSIDES + CIRCULARS 
PACKAGE INSERTS + POSTERS 
STREAMERS - DISPLAYS, etc. 


two colors! 


Here’s a timely tip for your battle with post-war competition. You can 
win your battle on paper—if you use FULL Color advertising material. 


The cost? Not as much as you think, because of Stecher-Traung’s exclu- 
sive FULL Color “Gang Run” method! We can produce folders, booklets, 
circulars, broadsides and other advertising literature in sparkling, dramatic, 
sales-getting FULL Color at a price comparable with that asked for only 


Plan NOW to cash-in on the prestige-building, confidence-inspiring, 
eye-catching abilities of FULL Color advertising material and you'll have a 


head start toward Victory over post-war competition. 


FREE-Write today for your free copy 


of our 28-page book, “The 


Value and Patriotic Use of FULL Color.” 
It describes the extra advantages of FULL 
Color and tells how to get effective re- 
sults at low cost. Packed with helpful 
information. Send request to Dept. AA54. 


STECEHER-TRAUNG 


LITHOGRAPH CORPORATION 
Rochester 7,N.Y. + San Francisco 11, Calif. 


Offices in Principal Cities 
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42 
Corn Net Organized 


Iowa Tall Corn Network, con- 
sisting of six Iowa radio stations, 
has been organized, with George 
W. Webber, 401 Shops Bidg., Des 
Moines, as manager. Members of 
the net are KROS, Clinton; KDTH, 
Dubuque; KVFD, Fort Dodge; 
KTRI, Sioux City; KICD, Spencer; 
KFJB, Marshalltown. The network 
is affiliated with Mutual and North 
Central Broadcasting System. 


NEW IDEAS FOR SALE 


» We can clip all, or typical, business 
paper advertisements and editorial 
articles that will show themes for ad- 
vertising and publicity on products 
that are rationed or where high priori- 
ties limit their sale. Complete cover- 
age for industrial products, food prod- 
ucts, home furnishings, etc. 

Write for Booklet No. 20, “How 

Business Uses Clippings.” 


BACON’S CLIPPING BUREAU 


FARM GENERAL 
PAPERS MAGAZINES 


00.4. 


BUSINESS 
papens 
221 N. LASALLE ST., CHICAGO 1, 


Trade Barriers May Get 
Congressional Going-Over 


Washington, June 1.—Interstate 
trade barriers and multiple taxa- 
tion, two threats to the free flow 
of trade among these 48 states 
which cause grief to marketing 
men, may be subjected to Con- 
gressional study, as a result of the 
efforts of Rep. Emanuel Celler 
¢ - ae 

By enacting “licensing” and “in- 
spection” regulations, state legis- 
latures have out-maneuvered the 
commerce clause of the federal 
Constitution, departing from the 
philosophy of the union estab- 
lished by the founding fathers, 
and leading to rivalries and re- 
taliation which could destroy the 
greatest free trade area in the 
world, Rep. Celler points out. 


By STANLEY E. COHEN, Washington Editer 


One example of the procedure 
in operation can be found in 
Florida - California fruit wars. 
When Florida shut out California 
oranges for fear of a long van- 
ished brown rat, California 
promptly went one better by ex- 
cluding Florida oranges and 
lemons because of a non-existent 
citrus canker. 

Examples of interstate trade 
barriers are innumerable, all add- 
ing up to local efforts to control 
what was established to be a free 
market. Of even more immediate 
concern, moreover, is the recent 
development of a network of cor- 
porative and sales taxes which 
place nationwide operators in dan- 
ger of double or multiple taxation. 

One such case is the successful 
effort of Minnesota to tax all the 
planes of a nationwide airline 


WHEN Thomas Rowlandson unbent 


from his dignity as 
mician and turned to 
lighter side of life, 


century England laughed. 

Today, millions chuckle as the Star 
Weekly’s comic pages are 
around the rug in hundreds of thou- 
sands of Canadian livingrooms. Only 
“the kids” read them?... the fact is, 
over 70% of our two-and-a-half million 


Si 


ET | 


o, 


S: LAUGHTER COULD LIGHTEN LIfe 


a Royal Acade- 
caricaturing the 
all eighteenth- 


spread 


coast-to-coast 


readers read all the “comics’’. 
even higher percentage read the roto- 
gravure picture section, the news 
articles and the two magazine sections! 
So wherever your advertising runs in 
the Star Weekly, it’s sure to be seen. 
And no other publication comes any- 
where near matching the Star Weekly’s 
vast audience — 700,000 circulation, 


An 


through Canada. 


. WARD-GRIFFITH COMPANY INC. 


which has headquarters in St. 
Paul, though few of the planes 
land in Minnesota, and most are 
taxed elsewhere. Particularly sig- 
nificant are a string of recent 
Supreme Court decisions which 
indicated that sales taxes may be 
collected by both the state of ship- 
ment and the state of receipt. 

The court conceded that the way 
was open for double taxation, and 
suggested that remedy be sought 
elsewhere. Rep. Celler is propos- 
ing just such a remedy with a 
study of existing problems, with a 
view toward eliminating conflict- 
ing regulations, and working out 
methods of avoiding multiple 


taxes, 
% % a 


D-Day: Treasury officials armed 
with a high power 5th War 
Loan advertising drive keyed to 
invasion were shaken by the 
Elmer Davis plea for advertisers 
to avoid exploitation of D-Day, 
feared that many advertisers 
would hesitate to use red-hot war 
bond pleas. Prize: Government 
men Tom Lane of the Treasury 
war savings division and Elmer 
Davis of OWI were honored by 
the National Association of Public 
Relations Counsel, but for our 
money the government public re- 
lations crown for the year goes to 
Chet Bowles, for pulling OPA out 
of the doghouse. 


% a a 


_ Turn-about: The radio industry 
is no longer certain that Congress 
can cure its real or imagined ills, 
and according to a 14-page NAB 
memorandum, it is pretty sure 
that the revised White - Wheeler 
bill is not what it wants. In slay- 
ing the old dragons, it appears, 
the bill lets in too many new ones, 
such as _ sponsorship of news 
broadcasts, limit on power, break- 
down of clear channels, and spell- 
ing out of the FCC duopoly and 
network regulations. 

_ Fearful now that the Commis- 
sion can never be legislated away 
from business and programming 
matters so long as it reviews oper- 
ations “in the public interest,” 
radio people are resigned to try- 
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Commission. Experimenting along 
those lines, Harold Ryan, the new 
NAB president, recently obtaineg 


scription identification regulations 
within a few days after Chairman 
Fly dined with the NAB board 
Mindful of the experiences of the 
telephone and telegraph compa. 
nies which prosper under the same 
Commission, broadcasters are be. 
ginning to believe that good rela. 
tions can accomplish more than 
the best drawn statute. 


* a we 


Test-Tube: Everyone is watching 
with interest the Senate smajj 
business committee hearings op 
the Brewster contract termination 
for Congress at last has a chance 
to see whether the executive de. 
partment has made adequate pro- 
visions to handle the flood of 
terminations that will follow suc. 
cessful invasion of Europe. Early 
reports indicate that the Navy 
acted on its own without consult- 
ing other interested agencies. Such 
a policy, ignoring manpower needs, 
or an element of security for labor, 
could mean complete loss of bal- 
ance in the production situation, 
cause a stampede of workers out 
of war jobs, and delay production 
of civilian goods by keeping im- 
portant durable goods producers 
tied up in war work while releas-. 
ing unimportant plants in surplus 
labor areas. 
bo a: oo 

Goat: Although Faweett’s Al 
Norman, dollar-a-year chief of the 
WPB magazine section, was the 
victim of rough going before the 
Truman committee about an in- 
credibly stupid promotion piece 
which indicated that Norman’s 
Washington connections were an 
advantage to the firm, members 
of the Truman committee made 
clear that they had no evidence 
that Norman had used his job to 
aid his employers or harm their 
competitors. To the contrary, the 
record shows that Fawcett has 
never had ex-quota paper. As the 
climax of the Norman questioning, 
the committee asked for WPB rec- 
ords of other dollar-a-year men 


ing to get along with the present 


dealing with their own industry 


Post-war employment 


a single | 
22 percent 
today’s lofty level. 


ost-war volume. It 


South Bend offers a 


lation is the 


o 


*® SAN FRANCISCO © SALT LAKE CITY 


STORY, 


zone a 
igher than in | 


should make such an outstandin 
is headed nationally by Paul G. Hoffman 


are looking to and planning for the future. There is 0M 
way to reach this great 


using The South Bend Tribune. 


The Tribune, with its more than 80,000 circulation, is the 
one daily paper in the South Bend area. The Tribune circu 
taboo between Indianapolis and Grand Rapids 


BROOKS & FINLEY, INC. National Representatives 


in South Bend and Mishawaka- 
to the A. B.C. — should be 
40 and total 84.3 percent of 


These illuminating figures are from detailed studies made 
by the Committee on Economic Development in Sou 


Bend and Mishawaka. 


major plants will require 45,1 


These reports further show that 8 
workers to handle thett 
is eminently fitting that this area 
showing because C.E.D: 
of South Bend. 


eat opportunity for advertisers who 


otential market and that is by 


The South Bend Tribune 


FCC permission to relax trap. SS 
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, 19% 


along d that when N: 

d suggeste at when Norman 
tala tires this month, WPB seek a 
vained successor who has no competitors 
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eae in the magazine field. Norman, 
> tons | j,cidently, is leaving voluntarily, 
baal having served notice several weeks 


of the | 28° * * & 


-OMpa- Money: OWI’s Domestic Branch, 
we at safely past the Wigglesworth - 
ry be. Taber-Clarence Brown gauntlet in 
rela. the House, will appeal in the Sen- 

e than ate for restoration of its surveys 
division. Though many may think 

the agency did well to get $2,200,- 

atching | 000, officials insist the surveys 


smal} | division is to OWI what research 
ngs on | is to an advertising agency. OWI 
ination § credits its success with the re- 
chance | mainder of its budget to an exhibit 


ive de. | prepared by Compton Advertising, 
te pro. | blames loss of the survey division 
ood of | on top officials “who just didn’t 
w suc. | know their stuff.” False Alarm: 


Early Reports that the Treasury plans to 


> Navy consider newspaper promotion ex- 
sonsult. } penses as capital instead of busi- 
2s. Such | ness expenses, are thoroughly dis- 
T needs counted after an investigation by 
r labor. | the Senate small business commit- 
of bal. | te: Sen. Kenneth S. Wherry had 
ituation, circularized publishers, but sched- 
cers out | led hearings before the Truman 
»duction committee were cancelled. 
ing im- oe 
roducers Sleeping: You’ll hear no more 
. releas. | about the Bankhead bill for gov- 
surplus | ernment paid advertising until 
after the summer recess, it is safe 
to bet. The bill is tied up in the 
ett’s Al | ‘ules committee of the House, 
ef of the where it will stay unless grass 
was the | '00ts pressure forces it out. FTC: 
fore the | Flag Pet Food Corporation, New 


an in. | York, and Peck Advertising 
Agency have been forced to stip- 


Jorman, | wate that they will drop claims 
were an | that Pet dog food contained meat, 
members | and Sears, Roebuck must modify 
se made } Claims for Super-Kaps vitamin 


evidence } Pills. Radio: Applications for FM 
is job to stations have been filed for Fall 
rm their | River, Mass., Canton, O., Pitts- 
rary, the burgh and Cincinnati. WCAE is 
cett has | asking the Pittsburgh adjunct, and 
. Asthe | L. B. Wilson the Cincinnati sta- 
estioning, § tion. 

NPB ree- SA a es 
Treasury procurement division is 
compiling mailing lists of trade 
publications interested in surplus 
property sales announcements. . . 
Conflicts?: Between Maury Mav- 
erick’s up and coming Smaller 
War Plants Corporation and the 
new Small Business Division of 
the Department of Commerce; the 
Interstate Commerce Committee 
and the Department of Justice, 
which is now suing to force a land 
grant railroad to restore a passen- 
ger run. 


Gets All of Leland Acct. 


Kircher, Lytle, Helton & Col- 
lett, Dayton, has been named to 
direct all the advertising of Leland 
Electric Company, Dayton, which 
previously was handled by several 
agencies. 


ear men 
industry 


shawaka— 

should b Leading Agencies Rely on 
ere , 

. Faithorn 3-in-1 Service! 

dies made We would like to show you 
in South samples of work that we 

ow that ® : 

indie theit f Gre regularly producing for 

this area | leading advertising agen- 

use C.ED. cies through our COMPLETE 

1 Bend. SERVICE METHOD of opera- 

rtisers who tion. Ad-setting, Engraving 

here is one ond Printing...all under 
that is bY | one roof. Phone or write to 

tion, is tt THE FAITHORN CORPORATION 

bune circ 400 N. Rush St., Chicago 11 

and Rapids Phone WHitehall 2300 


Frost Advanced 


Lewis S. Frost, assistant to Sid- 
ney N. Strotz, vice-president in 
charge of the western division of 
National Broadcasting Company, 
has taken on additional duties as 
program manager for that division. 


Joins Everling Agency 
Morris Guariglia, formerly a 
free lance artist and recently re- 
leased from the Army, has joined 
Lawrence I. Everling Advertising, 


Philadelphia. 


Bhree Name Snow 


Cory Snow, Inc., Boston, has 
been named to handle the adver- 
tising of Electro Motive Mfg. Com- 
pany, Willimantic, Conn., maker 
of capacitors; Bay Products Com- 
pany, Boston, maker of time study 
equipment; and Ekholm Asso- 
ciates, Boston, industrial engineer. 
Trade publications and direct mail 
will be used for all three com- 
panies, with newspapers employed, 
also, for Ekholm. Copy is sched- 
uled for June issues. 


Anthony Joins WHN 


Robert F. Anthony, formerly 
with Mutual Broadcasting System, 
has joined WHN, New York, as 
sales promotion and research di- 
rector, replacing Hartley Samuels, 
now with NBC. : 


Helm Joins FS&R 


Henry B. Helm, former account 
executive of Al Paul Lefton Com- 
pany, New York, has joined the 
creative staff of Fuller & Smith & 


43 


ACCOUNT 
EXECUTIVES 


Let us help you solve your 
research problems in the 
Negro Market. We special- 
ize in dealer, consumer, and 
opinion surveys. Service cost 
estimates submitted, no ob- 
ligation. Write for Negro 
Market Facts today. 


DAVID J. SULLIVAN 


NEGRO MARKET ORGANIZATION 
MARKETING « ADVERTISING « RESEARCH 
Fifth Avenue, New York 17,N.Y. 


| OUT OF 

EVERY 10 
AMERICANS 
iS A NEGRO 


Ross, New York. 


AT TODAY’S NEW 


Take a peek at what's in store for you in today’s New South—take a glimpse into the fabulous future 
of this rich young market. Take a look at the smoke pouring from hundreds of new plants that have 
sprung up in the heart of a region teeming with natural resources, ready and asking to be transformed 
into new wealth. See the millions of acres of rich farmland that are sending agricultural incomes sky- 
rocketing. @ Yes, the Southland is poised on the threshold of a new and wondrous future—its possi- 
bilities have barely been tapped—its potentialities are tremendous. Now is the time to find your place 
in this great merchandising frontier—and Holland’s is the magazine to reach your market. Holland's is 

closely keyed to the South’s post-war planning—Holland’s is tailored to fit the needs of the Southland. 


The surest way to reach thi$ rich, young market is through your advertisements in Holland’s—the 
magazine of the New South. 


PRE-POSTWAR PLANNING MEANS POST-WAR JOBS 


Coming events cast their shadows—and already there is looming for the South the prospects 
sig 


of construction projects for the new post-war world. Blue prints are being pre ngi- 

neers are working out designs and specifications ready to let contracts as soon as the socal 
nal is given. Engineering News Record’s facts and forecasts on proposed post-war con- 
struction projects, including both public works and private contracts, shows Texas fourth 
on the list of all states—Texas, the leading state of today’s New South! 


ON THE HIGH C’s WITH HOLLAND’S! 


C overage—C oncentration—C onfidence—these are the salient points of Holland's coverage 
5 | oO of the New South. Ninety-seven percent of Holland's circulation is in fifteen Southern states. 
9 D i 4 For four decades Holland’s has been built to fit perfectly the seasons, climate, social customs 


and economic conditions of the South. That's why in today’s New South, 48 percent more 
readers read your ad in Holland’s than in leading national magazines.* 
rs) 0 *In proportion to circulation, according to L. M. Clark Reader Interest Survey. 


Hollands 


Test Today’s 
New South 
with Holland’s 


$2 VANDERBILT AVENUE, NEW YORK 75 EAST WACKER DRIVE, CHICAGO 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 
West Coost Representatives: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 
GARFIELD BUILDING, LOS ANGELES 


DALLAS 
* TEXAS * 


The Magazine of the New South | 
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Independents Warned 
to Gird for Postwar 


Mail order and chain store com- 
panies are getting set now for a 
great invasion of the department 
store field in the postwar era and 
independent retailers should pre- 
pare to meet this competitive 
thrust, warned Franklin J. Brad- 
ley, president of the Mutual Buy- 
ing Syndicate, in addressing the 
retail distribution group of the 
American Marketing Association. 

Mail order companies, he re- 
ported, plan to establish major 
department stores and to open 
hundreds of specialty stores to sell 
such lines as appliances and floor 
coverings. Tire companies, he 
said, are looking forward to new 
lines usually carried by depart- 
ment stores, while soft goods 
chains are going in for hard lines, 
many already having applied for 
franchises on appliances. One of the 


leading variety chains, he added, 
is planning to carry appliances at 
$5, and price limitations on variety 
chains will be eliminated in many 
instances, with goods retailing up 
to $5 and higher carried. 

“Staples will be the items on 
which the future competitive bat- 
tles will be fought,” predicted Mr. 
Bradley. “The independent mer- 
chant must drop complacency, 
work effectively with the other 
stores in his buying group, and 
use the tools of research, have 
closer contact with resources, 
planned operations, improvement 
in quality, and strong promotions.” 

k oo o 


With the emphasis in the armed 
forces on motorized equipment 
and transportation creating thou- 
sands “of motor-transport-minded 
service men,” a vast new postwar 
market is envisaged for truck- 
trailers by Harvey’ Fruehauf, 
president of the Fruehauf Trailer 


Company, Detroit. 

The company is currently pro- 
ducing more than 100 different 
military types of trailers. Among 
the equipment made are field office 
units, field repair trailers, mobile 
machine shops and hospital trail- 
ers. Use of the equipment in 
every part of the world, said Mr. 
Fruehauf, should not only stimu- 
late and broaden the company’s 
sales in this country but in for- 
eign lands as well. 


* * * 


First postwar commercial use of 
the gas turbine probably will be 
providing power for locomotives, 
with later applications, in the 
order named, to aircraft drive, 
ocean ship drive, industrial power 
and, finally, electric power genera- 
tion. 

So believes W. F. Boyle, newly 
appointed manager of gas turbine 
activities at the Steam Division of 
Westinghouse Electric & Mfg. 
Company, Philadelphia. “The last 
two applications,” he said, “are 
probably a long way off because 
there are many basic metallurgical, 
mechanical and combustion prob- 
lems that have yet to be solved 
before these new heat engines will 
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have long service life at the high 
temperatures necessary for ef. 
ficient operation.” 

Although still in an early Stage 
of development, he explained, the 
gas turbine “applied to drivin 
locomotives will yield considerably 
more power than is attainable with 
present steam machinery, and wil] 
do it with twice the efficiency,” 


of * * 


With the question of security 
for the individual becoming jp. 
creasingly prominent in discys. 
sions of postwar problems, Stand. 
ard Oil Company of New Jersey 
has issued a booklet telling briefly 
what it has been doing in this fielg 
over a period of years. Entitled 
“A Stake in the Future,” the book. 
let relates that in the past 7% 
years 40,000 of its employes have 
put aside $101,000,000 for them. 
selves. 

They established the stake 
through the company’s Employes’ 
Thrift Plan, a combination pro. 
gram of pensions and savings 
which serves both to supplement 
the old age and survivors’ benefits 
provided by the Social Security 
Act and the unemployment com. 


pensation provided by state laws, 


z 


and tell it with 
MEYERCORD DECALS 


Millions of non-lend-lease items exported throughout the world, 
a basis for incalculable wartime and postwar goodwill—now can be 
uniformly identified as ‘‘made in the U.S.A!’ — with this new, 
official red, white and blue Export Seal designed and recommended 
by the Office of War Information. 

Investigate Meyercord Decals for the reproduction of Export 
Seals or combination Seals and regular trademarks or nameplates. 
They provide highly legible product identification that last for the 
life of the product. They save time, cost, weight and metal, and re- 
quire no screws or rivets for application. They are durable, washable, 
and can be produced in any size, colors or design . . . for application 
on rough, smooth or crinkled surfaces of any known commercial 
material. Billions are used all over the world. 

Tell the world ‘It’s from the U.S.A.”’...and use Meyercord Decals 
for low-cost reproduction of a multi-language program of product 
identification. Let us suggest combinations of the Seal with your 
own trademark. No obligation. Address Dept. 39-5X. 


U 
mes OFA 


O. W. I's. new Export 
Seal may be used in any 
shape or size—in any 
language—alone or com- 
bined with yourcompany 
trademark or name- 
plate. O. W.I. does not 
sell this Export Seal. 
Purchase may be made 
from a source of the ex- 
porter’s own choice. 


Lee eee ee ewe eee 


MADE BY 


ACME PRODUCTS 


CHICAGO, ILL., U.S.A. 


imported from the 


NITED STATES 
MERICA 


| 


| 
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The nameplate illustrated demonstrates one 
of many ways in which the O. W. I. Export 


Seal may be combined with your own trade- 


—-* 
tj 


mark economically with Meyercord decals. 


This advertisement is published in cooperation with the 
Office of War Information. Full information regarding 
O.W.1.’s Export Seal Program may be obtained by 
writing to: Special Promotion Division, Office of War 
Information, 250 W. S7th St., New York (19), N. Y. 


See MEYERCORD CO. 


5323 WEST LAKE STREET . CHICAGO (44) ILLINOIS 
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The program has been in opera- 
tion in one form or another for 
40 years. It illustrates one of the 
most modern methods by which 
private industry and its employes 
y cooperate in building individ- 
ual security. ite ici 
Postwar plans of 2,400 Canadian 
manufacturers add up to an in- 
crease Of more than 112,000 jobs 
over 1939 and a spending program 
totaling $317,811,000, according to 
the summary report of the post- 
war research department of the 
MacLean Publishing Company, 
Toronto. The study covered ap- 
proximately 60% of all manufac- 
turing industries in the Dominion 
employing 50 or more persons. 


* * * 


Wide commercial use of the mu- 
sic machine beyond the present 
type of location is envisaged by 
Jack Cade, business manager of 
the Philadelphia Music Operators’ 
Association. Apart from the candy 
store, the drugstore, the beauty 
shop, the taproom or tavern, Mr. 
Cade said that many entirely new 
avenues of locations could be un- 
folded for the enterprising oper- 
ator after the war. 

Plants and factories, particu- 
larly, should prove a rich field, he 
said, as well as countless retail 
establishments, which have found 
music a distinct aid in merchan- 
dising. 

“The pressure of wartime pro- 
duction has brought about the 
general adoption of industrial mu- 
sic,” pointed out Mr. Cade, “and 
postwar industry will unquestion- 
ably make heavier demands on 
music to soften the strain and 
stress of reconversion to peacetime 
production.” 


| Celanese Film 
Shows War-Peace 


Use of Lumarith 


New York, May 30.—Celanese 
Celluloid Corporation last week 
gave a premiere showing of a full- 
length industrial motion picture for 
the press, portraying the vital part 
played by lumarith, a Celanese 
= in packaging of war mate- 
rials. 

Entitled “Proving Ground,” the 
film was full of ideas for postwar 
planners, showing how packages 
can be hermetically sealed through 
the simplest of operations requir- 
ing but a few feet of plastic tape. 
“Straws” of cellulose acetate take 
the place of paper tubes and make 
the soft drink far more pleasurable. 
Lumarith containers of many sizes 
and shapes are shown and the ap- 
plication of lumarith foil as a pro- 
tective wrapper for varied prod- 
ucts is shown in the film. 

Several scenes in the picture 
show actual application of packag- 
ing innovations developed by the 
industry during wartime that have 
stood the rigors of global war. To 
show how these innovations can 
be carried over to peacetime use 
is the prime purpose of the movie. 


Donahue & Coe to 
Handle Army Drive 


Donahue & Coe, New York, has 

n named volunteer agency to 
work with the War Advertising 
Council on the campaign in behalf 
of the U, S. Army Medical De- 
partment. H. W. Roden, president 
of Harold H. Clapp, Inc., is coor- 
iInator on Army campaigns for 
the Council, and Jeremy Gury will 

in charge of the Army Medical 
activities for Donahue & Coe. 
mary aim of the drive is to 
reassure the public on the care 
given fighting men by the Army 
Medics.” 

In addition to a large amount of 
advertising space and radio time 
promised for the drive, the fol- 
owing advertisers have already 
eo it their support: E. R. Squibb 
a ns, Grove Laboratories, John- 
— & Johnson, National Cash 
*gister, R, J. Reynolds Tobacco 
othe Bayer Company and 


Radio School Appoints 
Melville Aeronautical Radio 


School, New York, has appointed 


Nootheim Advertising Associates, 


*“w York. Newspapers and mag- 
aines wil] be —” . 


Anderson and Cox 
Get New Nash Posts 


B. C. Anderson, formerly Pitts- 
burgh zone manager for Nash- 
Kelvinator Sales Corporation, has 
been appointed an assistant gen- 
eral sales manager of the Nash 
Motors Division, with headquart- 
ers in Detroit. He succeeds God- 
frey Streli..ger, recently elected 
treasurer of the corporation. 

J. Frank Cox, Nash assistant 
zone manager in New York, will 
replace Mr. Anderson as head of 
the Pittsburgh zone. 


Remington Rand Boosts 
Seares and Widdoes 


Allen N. Seares, formerly sales 
promotion manager, has been 
named a vice-president of Rem- 
ington Rand, Buffalo, and made 
general manager of the company’s 
systems division. Howard V. Wid- 
does, who has been general sales 
manager of the systems division, 
has also been made a vice-presi- 
dent and appointed general man- 
ager of the typewriter division. 

Both have been with Remington 
Rand for more than 20 years. 


R&R Shifts Two 


pointed associate account execu- 
tive on the Electric Auto-Lite 
Company account in the Detroit 
office of Ruthrauff & Ryan, taking 
over the duties of E. J. Reeser, 
who has been assigned to the 
Chrysler account. 


NBC Shifts Norman 
Charles D. Adams has been ap- 


replacing Fred Selzer, 
being inducted 


the San Francisco post. 


Don Norman, NBC spot sales 
representative in San Francisco, 
has been shifted to Los Angeles, 


into the Army. 
Carl Nielsen, former KPO local 
sales representative, will take over 


sy 
—— 
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GIBBONS 


ADVERTISING 


On a recent daytime participation pro- 
gram over WJZ, two announcements 


pulled 1,734 letters, each containing a nice, green, 


one-dollar bill. 


And the cost per letter was less than one-third 
what the sponsor had expected. 


It surprised the sponsor. Yes, it even surprised us. 
But here is the answer: 


‘ 


(1) WJZ’s newly-located transmitter brings all of 7 
WJZ’s programs to greater New York with a — 


new, more powerful, clearer signal. 


pi D'S. RICHEST MARKED 


(2) Our program policy has no truck with staid 
or stodgy program formulae. To quote Harriet 
Van Horne, radio editor of the New York 
World-Telegram, “The Blue is light-handed 
with traditions.” Yes, we’re light-handed but 
not light-hearted. We’re getting hard-headed 


business results. 


And besides, it’s easy to do business with WJZ, 
which means that good programs and good sales 


“follow with a minimum of fuss and feathers. Maybe 


it’s time you took another lodk at all the details 


_ we're ready to furnish on request. 


WAZ 
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Codel Sells Interest 


in ‘Broadcasting’ 


Martin Codel, founder and pub- 
lisher of Broadcasting, Washing- 
ton, D. C., who returned recently 
from service with the American 
Red Cross in the Mediterranean 


area, has sold his interest in 
Broadcasting to Sol  Taishoff, 
editor. 


Mr. Codel has resigned from the 
Red Cross, but has not revealed 
his future plans. 


Joins ‘Liquor Review’ 

Arnold L. Klein, with the Hearst 
papers in Chicago for the past 
eight years, has resigned to as- 
sume charge of National Liquor 
Review, Chicago. 


FREE! Increase read- 

ership of _your 
ads with LIFE-lke EYE* 
CATCHER photos. Nothing 
like them anywhere. Used 
by biggest advertisers. 100 
new subjects monthly. Mat 
or glossy ut in $5 
month. rite for new 
FREE proofs No. 101. No 
obligations. EYE*CATCH- 
ERS, Inc., 10 E. 38th St., 
New 16. 


Sunset Names Agency 


Advertising of Sunset Line & 
Twine Company, San Francisco 
maker of fishing line and twine, 
has been placed with Brisacher, 
Van Norden & Staff, effective June 
30. Weston Settlemier is account 


executive. Plans call for use of 
national magazines and_ trade 
papers. 

Aikens Is Promoted 


Allen Aikens, with the Dockson 
Corporation, Detroit, maker of 
welding and cutting apparatus, 
since 1932, the last several years 
serving as sales manager of its 
western division, has been named 
general sales manager of the com- 
pany. 


Extend WSAI Sale 


FCC has granted Crosley Cor- 
poration, Cincinnati, owner of Sta- 
tions WLW and WSAI, until July 
1 to dispose of WSAI under the 
rules forbidding ownership of 
more than one station in a single 
community. A swap with some 
other organization owning two sta- 
tions in a single city is considered 


possible. 


Advertising Age, June 


Dayton Club Elects; 
Plans Expansion 


Jack Hershey, Dayton Rubber 
Mfg. Company, has been elected 
president of the Dayton Advertis- 
ing Club. Leigh Metcalfe, Na- 
tional Cash Register Company, has 
been named vice-president; Leslie 
Hawkes, Reynolds & Reynolds 
Company, secretary; and Don 
Switzer, Joyce-Cridland Company, 
treasurer. 

The club is investigating the 
possibility of sponsoring two com- 
mercial art exhibits in cooperation 
with the Dayton Art Institute, and 
also the possibility of sponsoring 
an advertising course at Dayton 
YMCA College. 


Abernethy Expands 


Ernest H. Abernethy, Atlanta, 
publisher of business papers circu- 
lating in the South, has been 
elected president of Walter W. 
Brown Publishing Company, and 
general manager of New South 
Baker and of Commercial Ferti- 
lizer, while retaining the  presi- 
dency .of Ernest H. Abernethy 
Publishing Company. He now op- 


erates nine publications. 


“Well, Well, Ulysses,” Said Penelope, 


“Long Time No See!” 


The Trojan War certainly interrupted the married life of 
Ulysses and Penelope—but they lived happily ever after when 


he returned. 


We're having a wartime interruption, 
too, in our relations with advertisers. For 
ten years, Post linage was expanding more 
rapidly than the linage of any other 


Cincinnati paper. Then 


restrictions and not enough newsprint to 
meet our advertisers’ wants. 


came paper 


The 


Yet we are taking care of every regular 

Post advertiser. 

- available space so that everyone will be 
allocated his fair share. 


We are dividing our 


For further details write to W. C. 
Savage, National Advertising Manager, 
today. 


Cincinnati Post 


CINCINNATI 2, 


OHIO 


Represented by the National Advertising Department of Scripps-Howard Newspapers 


Mason Britton, McGraw-Hill v-p who is retiring from the pub- 
lishing business July 1 to give all of his time to government service 
was not only elected an honorary life member of the Associated 
Business Papers at its annual convention at Rye, N. Y., but pre. 
sented with a handsome watch as a token of esteem and affection, 
The presentation was made by Samuel O. Dunn, chairman of the 
board of the Simmons-Boardman Publishing Company... 

The ABP got its last look for a while at Chuck Barnes, Eastern 
representative of Bakers’ Helper, Chicago, at its recent convention, 
as it was announced that he has been commissioned a lieutenant 
(jg) in the Navy and will start his service in the next few weeks, .. 

Carroll Buzby, Chilton Co., is not only a banjoist of note, byt 
served with distinction as master of ceremonies at the ABP conven. 
tion party at the Westchester Country Club May 26... 

J. W. Ingham, production mgr. of MacManus, John & Adams, 
Detroit, is celebrating a quarter century of service with that agency 
and its predecessor company... Ralph J. Mather, whose address js E 


the St. Paul Athletic Club, has just returned from a vacation ip 
Florida and the Carolinas. Mr. Mather, who resigned in February 
and hasn’t announced his new plans, topped the sales force of Brown 


& Bigelow for the last 13 years. . . = 
Walter Moore, ad mgr. of Sherwin-Williams Co., Cincinnati, is | \joc 
receiving congratulations on the arrival of a daughter, May 18... play 


George N. Weimer, ad négr. of the Orange Daily News, has been offer 
elected mayor of Orange, Cal. He’s also a member of the city’s 
postwar planning committee and active in the California newspaper 
ad managers assn.. . 

Boy Scouts of America have presented Elliott Odell, Fawcett Pub- 
lications ad dir., with a “Certificate of Appreciation” for his after- 
hours work with that group. . . Roy Durstine, head of his own New 
York agency, never misses a trick when it comes to plugging his 
clients’ products. In one corner of invitation cards to a house-warm- Qt 
ing of the agency’s new quarters at 730 Fifth Ave. are noted the 
following: Seagram’s V.O. Canadian; Edelbrew beer; Savarin coffee; ] feed 
music by Crosley radio-phonograph. And in parenthesis Roy says, | Com 
“Pardon our pointing.” Yep, you guessed right. They’re all products | "*” 


of Durstine clients. . . iite 
Esther M. Brannen, who operated her own ad agency in Los § stock 


Angeles and is a past officer of the L.A. Advertising Women, is Ini 


presenting a series of eight lectures on the fundamentals of modern the « 
and postwar advertising techniques at the 212 studio auditorium at ae 
6362 Hollywood Blvd., Hollywood. pany 

At the old Rochester, N. Y., family homestead, built in 1808, | ‘ilo 
Barbara Brown was given in marriage by her dad, Joseph P. Brown, = 
former nat’l. ad director of the Journal-American, to Lt. Wm. P. | mixt 
Cowgill, Camp Robinson, Little Rock, Ark. .. Do you know when J lives 
the first Pure Food and Drug Act really was born? Ask Tom Beck, § Prodi 
pres. of Crowell-Collier, and he’ll tell you it goes back some 4,000 Ny 
years to the Mosaic dietary credos of the Hebrews. And that’s be fe 
what the smartest public relations people learned at their recent J Dailic 
annual meeting in New York, where Mr. Beck was guest speaker... J Succe 
Henry R. Luce, publisher of Life, gave a dinner recently for Lt. lectec 
Gen. Robert K. S. Lim, director of all medical work for the Chinese on 
Army, who is here on a military mission. Scene was the Louis Jang , 


WTAG ENTERTAINS—Talking shop at the cocktail party given by WTAG, 
Worcester, for 150 time buyers and agency representatives in New York May 3 
are, left to right: Herbert L. Krueger, WTAG commercial manager; Harriett 
Bebjlle, time buyer, Compton Advertising; Penelope Simmons, time buy 
Federal Advertising Agency; Dorothea Ellis, Madeleine Vose and Peirce Re 
maine, Paul H. Raymer Co., station representative; Beth Black, time buye’. 
Joseph Katz Co.; Rae Elbroch, time buyer, Franklin Bruck Advertising Corp 
Fred Brokaw, Raymer's; Linnea Nelson, time buyer, J. Walter Thompson Co. 
and Rose Metzner, of Franklin Bruck. 


XVI suite of the St. Regis Hotel, New York. . . Thomas Mclnie 
genial member of the production dept. of Geyer, Cornell & Newel, § , 
New York, was handing out cigars a short while ago in honor of pOlns 
his newly arrived daughter, Mary Margaret, who weighed in at 
5 Ibs. 5 oz... Ount 
Not long back Charles Crutchfield, program dir. of WBT, Charlotte, 
N. C., was hobbling around on crutches after an accident, 5° it 
became quite appropriate to call him “Crutchy.” After mending, 
more misfortune came to “Crutchy,” this time “crutching” his fing fo Irw 
in a car door... A. V. B. (Tony) Geoghegan, v.p. and media @- 
of Young & Rubicam, set a precedent at the recent luncheon meet- 
ing of the N. Y. State Magazine Reps. Club when after 12 minutes 
of talking as the featured speaker, he sat down and said that’s all 
there is, giving Pres. Roger Mills a problem trying to fill the remal™ 
ing time. A good-humored verbal slugfest ensued when Al Lei 
inger of Parents’ Magazine said he always knew Tony couldnt mab 
make a speech any better than buying space, and threw the meeting moe 
into an uproar of guffaws when he walked out, saying the who rect, 
thing was a waste of time... huipm 
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ADOPTS HUMOR—Humorous illustra- 

tions feature the new ad series of 

Moorman Mfg. Co., Quincy, Ill., which 

plays up the 12 different mineral feeds 

offered farmers for livestock and poul- 
try. 


Moorman Starts 
‘Tailor-Made’ . 
Feed Ad Series 


Quincy, Ill., June 1.—Using a 
humorous approach foreign to the 
fed business, Moorman Mfg. 
Company this week launched a 
new series of advertisements play- 
ing up for the first time its 12 
different mineral feeds for live- 
stock and poultry. 
Initial ad in the series illustrates 
the question Moorman asks farm- 
ers, “Did you ever see a hog lay 
an egg?”, and advances the com- 
pany’s claim that there is a strictly 
tailor-made mineral feed for each 
clas and method of feeding, 
whereas the “shotgun” mineral 
mixture intended for all kinds of 
livestock and poultry does not 
produce as good results. 
On a monthly basis, Moorman 
will tell its tailor-made feed story 
to farmers in Corn Belt Farm 
Dailies, Midwest Farm Paper Unit, 
Successful Farming and other se- 
lected farm publications. It will 
emphasize that the company offers 
the widest variety of mineral feeds 
and concentrates of anyone in the 
business. A coupon in all copy 
asks livestock and poultry raisers 
—_— for information about the 
s. 
First publication advertising of 
the 60-year-old company, under- 
taken three years ago, featured 
testimonials which sold minerals 
In general, as well as Moorman’s. 
The company was a leader in ad- 
vancing the idea of making min- 
erals a part of the animal ration, 
which now has government sanc- 
tion, 
The company, said to be the 
largest in its field, distributes its 
product to farmers largely through 


by WTAG, 
York May! 
er; Harriett 
time 


“dealers” who call on prospects 
pumonally throughout its terri- 
ory. 

McJunkin Advertising Company, 
Chicago, handles the account. 


Library Group to Meet 


National Advertising Group of 


| Peirce Re Fhe Special Libraries Association 
time will hold its second annual meet- 
ising 4 #8 June 19-21 at the Benjamin 
>mpson Franklin Hotel, Philadelphia. 
€mbership includes librarians 
om agencies and publications in 
s Melniee, 2 cities. 
& Newel, &. eS a 
n honor # f9lns War Ad Council 
ghed in # {| Miss Rendy Mebane, former ac- 
ee eee cutive of Neff - Rogow, 
otte, few York, and previously in 
’ Cue it he Radio Sales promotion depart- 
dent, ding, hant,°f CBS, has joined the War 
r men eh jusing Council as assistant 
” his fing® Irwin Robinson, director of in- 
media 4! mation for the Council. 
heon meet ee. | 
12 minutes cCall’s’ Merges Depts. 
id thats To insure closer integration of 
the — © Telated subjects of food and 
n Al Le ‘ Pusehold equipment, McCall’s has 
ny couldn*@erged its editorial departments 


the meeting—P2dling 


: the whe 


' those subjects, and has 
Pointed Elizabeth Sweeney as 


Tector of foods and household 
nuipment. 


Northwestern Mutual 

in New Campaign 
Northwestern Mutual Life In- 
surance Company, Milwaukee, has 
launched a new campaign, through 
H. B. Humphrey Company, Boston, 
in which emphasis is given to the 
point that “the difference between 
life insurance companies is im- 
portant.” 

Full pages in Fortune, Nation’s 
Business, The Saturday Evening 
Post and Successful Farming will 
be used for the remainder of the 
year. 


Anderson to Dow 

James Anderson has been 
placed in charge of sales promo- 
tion for the plastics engineering 
division of Dow Chemical Com- 
pany, Midland, Mich., in charge of 
advertising and publicity. 


Northwestern Yeast. 


Reorganizes Its Staff 


Charles B. Hill Jr., former sup- 
erintendent and assistant general 
manager of Northwestern Yeast 
Company, Chicago, has been 
elected president and_ general 
manager, in a sweeping reorgan- 
ization in which Grant Ridgeway, 
former president, becomes chair- 
man and treasurer. .Thomas R. 
Hair, former vice-president and 
treasurer, has been named secre- 
tary. 

Herbert B. Taylor, formerly 
sales and advertising manager, re- 
tains these duties and will also be 
in charge of development of new 
products. Quentin D. Pierce, as- 
sistant sales manager, has been 
made general sales manager. Vic- 
tor W. Nelson, formerly comptrol- 
ler and secretary, has retired after 
almost 50 years of service. 


Hillman-Shane Adds 
to Staff and Roster 


Robert Murray, formerly art di- 
rector of Desmond’s, has been 
named assistant art director of 
Hillman - Shane - Breyer, Los An- 
geles, and Margaret Scanlon, for- 
merly with Bullock’s, has joined 
the agency’s art department as a 
fashion illustrator. 

Homis Company, distributor of 
Homis watches, has appointed the 
agency for national trade and con- 
sumer advertising. 


Collegiate Guides 


to Take Advertising 
Beginning with the fall football 
guide, the Official Sports Guides 
of the National Collegiate Athletic 
Association will carry advertising. 
There are nine guides, published 
by A. S. Barnes & Co., 67 W. 44th 
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St., New York, with a sworn circu- 

lation of 113,500, and a black and 

white page in all (4” x 6”) will be 
0. 


700 MILLIONS 

For Post-War Schools 
ARCHITECTURAL MEN 
WILL CONTROL 99% 
For greatest coverage use 
=! 

S 


a 


“DOLLAR 


Between 8 a.m. and 6 p.m. 
WAAT delivers 


more listeners per dollar 


than any other station- 


in America’s 4 Largest Market 


including all 50,000 watters!" 


*See Latest Surveys! Check Availabilities! 


National Representatives (Outside N.Y. Area) Spot Sales, Inc. 


Do you realize this market contains over 314 million people; more than these 14 
cities combined:— Kansas City, Indianapolis, Rochester, 


nver, Atlanta, Dallas, 
Toledo, Omaha, Syracuse, Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 
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CBS Orders Videc. 
Transmitter from 


General Electric 


- New York, May 30.—CBS, which 
this month touched off a new tele- 
vision controversy when Paul W. 
Kesten, executive vice-president, 
announced that it favored a policy 
supporting wartime improvements 
in television, “at a cost of scrap- 
ping prewar investments” in this 
medium, (AA, May 1), backed its 
stand by disclosing last week it had 
placed an order for a new experi- 
mental television transmitter with 
General Electric Company. 
Affirming its belief in higher 
television standards for postwar 
broadcasting, CBS asked for a 
transmitter operating on radio 
frequencies nearly ten times as 
high, above 400 megacycles, as 
the present CBS television station, 
WCBW. It will be installed in the 
spire of the Chrysler building, 
where CBS now has a transmitter 
operating on prewar standards. 
A stipulation in the order said 
it is contingent on CBS obtaining 
an experimental license from FCC 
for operation on this frequency, 
and is subject to mutual agree- 
ment on specifications and cost. 
In accepting the order, Dr. 


185,000 
POST-WAR 
AIR PLANS 


J VER 185,000 readers 
of FLYING ACES are today 
making mental blueprints 
for the bigger part they will 
play in post-war flying 
They are designers, pro- 


duction men, executives, 
pilots, mechanics and avi- 
portant as they are to you 
today, they will positively 


et 


ALES 


HE MAGAZINE 
"WW THE FLYING AGE 


ee 


W. R. G. Baker, G-E vice-president, 
said present restrictions on mate- 
rials and manpower precluded 
immediate work on the transmit- 
ter, in addition to the fact that 
G-E’s technical organization is 
presently engaged 100% in war 
work. 

In view of FCC Chairman Fly’s 
statement at the first television 
seminar of the Radio Executives 
Club (AA, May 22) that WPB 
might look with favor on release 
of materials for television experi- 
mental and engineering research 
purposes, CBS indicated it was 
applying to WPB for release of 
necessary materials to permit 
earliest possible start of work on 
the new transmitter, coincident 
with any tapering off of war 
needs. 

The new transmitter is intended 


sion pictures” (as outlined and 
illustrated in the CBS television 
presentation last month), which 
should make possible the trans- 
mission of pictures in full color, 
said the CBS announcement today. 

Mr. Kesten pointed out that for 
at least a brief interval after the 
war, CBS proposes to broadcast 
the present and improved quality 
of television pictures. simulta- 
neously. “It is our hope,” he said, 
“to demonstrate so clearly the 
advantages of finer television 
images that we will accelerate 
their general adoption in FCC 
standards and in set manufac- 
ture.” 


Loose-Wiles Boosts 
Flack and'DeBenham 


Gene Flack, widely known trade 
relations counsel for Loose-Wiles 
Biscuit Company, Long Island 
City, N. Y., has been named direc- 


Gene Flack 


H. L. De Benham 


tor of advertising of the company 
in addition to his present duties. 
Rodney C. Hull will be associated 
with him as assistant director of 
advertising. 

Harold L. DeBenham, with the 
company since 1916, and sales 
promotion manager since 1930, has 
been named manager of the com- 
pany’s general sales department. 
He will be assisted by W. J. Hull- 
strung, who now becomes sales 
promotion manager as well as 
manager of the voluntary group 
division of the sales department, 
and by Norman Smith, Lee Cranse 
and James Howe. 

Loose-Wiles has also named 
Hector Lazo, formerly assistant di- 
rector of the Board of Economic 
Warfare and Administrator of Ex- 
port Control in Washington, as 
public relations counsel. Mr. Lazo 
joined the Loose-Wiles organiza- 
tion in January. 


“Positions Wanted,” 


cash with order. 


The Advertising Market hice 


The rates for this department are as follows: “Help Wanted,” 
“Representatives Wanted,” 
tatives Available,” 50 cents a line, minimum charge $2. 
All other classifications (single insertion rates) : 
¥% in., $2.75; 1 to 3 in., $4.75 per inch. 


and ‘‘Represen- 


Terms 


to broadcast “high fidelity televi- |. 


HELP WANTED 


HELP WANTED 


WANT A BETTER JOB? 


Cc 

dio directors, needed now 

cago, Detroit, Cleveland, 

Permanent. Excellent salaries 

Ask for 4 free booklet, “ 
e.°° 


iow to Mateh 
Men and 


SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs”’ 
8 South Michigan Avenue 
CHICAGO 


(Solid firms seeking sound 
solicited) 


ANDover 3129 
men only are 


Cireulation and Research Man 
Leading industrial publication lo- 
cated in Cleveland, Excellent oppor- 
tunity now and post-war for some- 
one with initiative, imagination and 
a bent for sales promotion, direct 
mail selling, and market research. 
Salary open. Please give age, back- 
ground, experience, and photograph 
if available. 

Box 4845, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Editorial Assistant-Reporter 
Good future in Chicago office of 
leading national trade newspaper. 
Write detailed letter about past 
news writing experience and state 
salary desired. 

Box 4844, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MAN 

for large retail shoe chain. Must be 
familiar with agency methods and 
routine and be able to coordinate 
advertising, promotional and display 
departments. Man with ideas will 
have good future. State qualifica- 
tions, background, experience and 
salary expected. Box 834, Suite 1800, 
Times Tower, New York 18, N. Y. 


Editorial Position available for man 
with trade publication experience, 
old established paper, leader in its 
field, good salary and opportunity. 
Give details of experience, salary, 
age and draft status. 

Box 4843, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Editor-Manager 
Well established trade paper pub- 
lisher, located in the East, whose 
postwar plans are now materializ- 
ing, seeks the services of an editor- 
manager on a new trade paper in 
the electrical appliance-radio field. 
The man we seek must be in the 
early thirties, able to write con- 
vincingly, wears well with people, 
and has sales ability. The man se- 
lected will have complete charge. 
Good salary to start. Write us all 
about yourself and if possible, en- 
close snapshot. 
Box 4841, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y 
MAUDE LENNOX 
SPECIALISTS 


Advertising & Sales Personnel 
630 Fifth Avenue New York, N. Y. 


Trade Paper Salesman 
A publisher of many years standing 
wants a_ thoroughly. experienced 
trade paper space salesman. One fa- 
miliar with the electrical appliance 
and radio fields, agencies and clients 
desired. Tell us all about yourself, 
papers represented and_ territory 
you cover. Commission basis. 

Box 4842, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


ADVERTISING AGE needs editorial 
man or woman to cover assignments 
and handle rewrite in Chicago. Call 
S. R: Bernstein or J. B. Miller, Del. 
1337, for appointment. 


ADVERTISING MAN—Experienced, 
Chicago assignment. Space sales to 
top executives — excellent post-war 
future—large unit of sale—attrac- 
tive income. Call Miss’ Ballard, 
Whitehall 4400 for appointment. 


Promotion Man 
Somewhere in the midwest there’s a 
married man with family, over 38, 
4-F, or army discharged who knows 
that now offers an unusual oppor- 
tunity to get into a live organiza- 
tion such as the promotion depart- 
ment of The Des Moines Register 
and Tribune. He is good at copy, 
layout or preferably both; energetic, 
cheerful and anxious to get into the 
swing of things. We are interested 
in that man. Write John Marston. 


CARDBOARD CONSTRUCTION 
MA 


Experienced making dummies and 
models for litho. displays and car- 


tons. Excellent opportunity. ZIP- 
PRODT, Ine., 6 North Michigan, 
Chicago. 


DRAFTSMAN to draw diagrams and 
perspectives of mechanical appara- 
tus for parts catalog and instruc- 
tion sheets. Permanent position with 
Milwaukee manufacturer. Submit 
samples of work and state draft 
status, salary expected and personal 


data. 
Box 4831, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ul. 


SALESMEN TO SELL ADVERTIS- 
ING NOVELTIES, Calendars. Com- 
plete line. Compact sample outfit. Lib- 
eral Commis,ions. WEINMAN BROS., 
Est. 1919, 325 N. Wells, Chicago. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


Advertising Age, June 5, 1944 . 
POSITIONS WANTED 


ACCOUNT EXECUTIVE—Tho 
ly experienced copy and 
Has own business now 
substantial annual billing, 
erences both business and Persona} 
Seeks better opportunity with age 
gressive agency. 7 
Box 4838, ADVERTISING AGB 
330 W. 42nd St., New York 18, NN. ¥ 


ADVERTISING MGR: Can brig 
working experience in advertising 
public relations and display to small 
or medium size manufacturer or cogs 
sumer product. Prefer connection 
with sound firm having expansion 
attitude. Have had experience at om 
ganizing adv. dept. and correlating 
promotional efforts. Age 38. 

Box 4846, ADVERTISING AGRE 

100 E. Ohio St., Chicago 11, Ii}, 


roughs 
prod uction 

Servicing 
Best refs 


COPYWRITER > 
Young man, 32, college graduate 


has diversified experience, ability 
and enthusiasm to bring to the right 
job. Desires a change with oppom 
tunity to medium sized agency op 
manufacturer anywhere. Draft de- 
ferred. . 

Box 4840, ADVERTISING AGB 

100 E. Ohio St., Chicago 11, Ip, 


Advertising Executive desires pose 
tion as New England representative 
Twenty years sales, research, pack 
aging, publishing experience. Wy 
consider good part time assignmen 
for duration. 

Box 4833, ADVERTISING AGB 

100 E. Ohio St., Chicago 11, I], 


REPRESENTATIVES AVAILABLE 


National Advertising Representatiye 
acouainted Michigan-Ohio contacts 
believes postwar prospects shoul@ 
be cultivated now. Over twenty 
years selling newspaper space, Seeks 
Detroit connection as direct pub. 
lication representative. Will con. 
sider affiliation with well estab. 
lished representative organization, 
Box 4839, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y, 


TRADE-PAPER 
SPACE SALESMAN 
wishes to correspond with pub- 
lisher wanting sales in eastern ter- 
ritory from New York City. Com- 
mission basis. Wide experience sey- 
eral fields, especially industrial, No 
high pressure but constructive sell- 
ing that builds volume. Highest ref- 
erences, 
Box 4805, ADVERTISING AGE 


‘330 W. 42nd St., New York 18, N.Y, 


MORNING 
MON. THRU FRI. 
8:00-12:00 A.M. 


AFTERNOON 
MON. THRU FRI. 
12:00-6.00 P.M. 


SUN. THRU SAT. 
6:00-10:00 P.M. 


This advertisement is directed particularly to those who thi 
the South Bend market can be covered by using a Chic 
radio station exclusively. The above Hooper study shows i 
absurdity of such an idea, for WSBT has more listeners, im the 
South Bend area, than the first two Chicago stations combi 


This South Bend station dominates a rich and growing mi 2 


ket. War workers in Northern 


have money— more and more every pay day. Much of tii 


(C. E. HOOPER LISTENING INDEX, FALL, 194%) 


Indiana and Southern Michigs 


cash is being invested in war bonds. In South Bend 
quota has been more than met since Pearl Harbor. 


~ 


WSBT— no upstart but one of the pioneer stations —i8@ 


years old, 1000 watts, 960 kilocycles, owned and opera 
by The South Bend Tribune. 


PAUL H. RAYMER CO. 
National Representatives 


Sb 


OUTH BEND 


COLUMBIA NETWORK 
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zation, Please enter my 
18 N.¥ kubscription for one year and send me a bill for $2.00. 


ith pub- 

tora bar Name Title 
y. Com- 
ence sey- 
strial. No Company. 
‘tive sell- 
rhest ref- 


3 AGE 
18, N.Y, 


ddress. 


ity and State 


ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 


ce taal 
e? 


: eS - ‘ 
ee se dina are ne ee 3 
rr i ee ee ) | 
ear) ee Ga an na 2 i eek i z ee ewe : es 2 sii ea oe 
— ee ae eee ae aay ; ia : gt > els ; dare: ; . 
I a tal ane oe jae piss a : . le a a 
ough : ee , a a a ‘ iit —,, er er eas . ee 5 ee 
iction : i Bitase ban Sie : ere a aod ae se sal sines ae ae a aoe ey re a ae 

. _ hae a 7 _ fie een ce Ree ee = Fae ee Rag nd Me! - oe a ss Bibliiae Seats ; ee Ss 
Me ee cs ~ % “Ng sé 2 on : Sai a Re + aes . ty ie at ar ie +p j i # same a 
st ref : Sire ie - - = 2 Mere — se, Se oe ete ion li iy oe ae ; Le i a aaeer Sadia : ag) 

F P } -— ie le ee eae oe ger ae a. eas 3 : de a ai “ : i yer 
"sonal ; ‘ae co - ai oemae sie Reon a & * = = Pie eat Xo ee Mi nae # - ie: F ar Sh tes: 2 — a ; hee Siem Reto ae Fs 
h . S es ap . | = = amar ae Te ove Tie ep og " re : " 2 are oe eae, ae Fis 5 ee oe cP. li na 3 
age fe or hig seer ‘ = ae he me ‘ wae bon bak oy ees ree ae = ie ; ‘i oa z ee - ae aie. ‘ ere ee 

a yee at E. a 4 i ae sae | eae (eames Be ‘ “ . we Ps ye Nes . 9 i ne edly 
G : ns Tee ee A i 3 & = et : i Pas : a! idle Figg Pyar ae a ‘/ a : ’ 4 Bs ia Ps a _— ge 34 be 
i) eo ae ; j ‘ Y x a.” as " : , aa aes é <r ae ee e i a ne 
‘ ar han ee a er Saeed eo Ragen tas ae eens, : Bc oh ae ae p os : ahs 
/_N.& ; ; tive <i yt Be a eee a ‘ } ta Bere ee a ae “a é - ; ‘ ju = aa te ee <a 
brin os ree ie es aap pee tn ale ee 4 it Pathe , ao ge, eae a: — : : rs a ain aS ; o Tae at 
. g Seeh 7) 3P ame ie a ae oc ee Reese ome or aS al oc re ae ee ee a — ee a er. i i ai y a 
tisi Sa 25 08-7 le ee % 7 , eee oe ae - pict RS ea a uhh Bs . o elie a a os Z ti, € a < 
eS oe ae o— i Ne a a ent m i, ~, | 
> sma 1 b> aoe . mee Tk —  — 4 ee 4 Ft Me mt: ed Ba , Cer: ee ¥ Die eget? - ‘ (ee ; Pa wa a 7 x Ay eget sae) oe ee meer + = dia i ; ne F- Fi i at ae Sau pie ‘ ie 
or con > a oo a oe i) a ii 2 ae 2 alr es ot ee eT eee ie ee: cs ae ee : ; * 
. fe. 4 ie a aoe Re i =o nn bata ae : a. Be oe cs DT Oy A Ae re we IM ie Dane eee > a “Ve ia ES ee . ie _ 
1e iq mist ee eer ae Hi Bei as ee oa es ' ie % basi Pao a ie : MNS: hi a9 | a ~ a Lc re ee ky he ey, es = i * 3 eae a 3 oo ee ee aise . 
ction Jeeta es ene + er eee oh = - y. 7 eee mage Pg >: | nn : Ba NG 8 Siete Cee ea . ae > a ee E me [ ae sap Se ONE ge 3 ‘ oes i 
) ae eee ae —-. a ir ae hs ar: peter ga Bie wos i staging ie! aig ue oe. se ee ie a bee SF et ad ee pee aie ee 
ansiog > a peal a cS <n 3 ame oe : a a a . - pp need Oks og 4 ae eae ng eg a Ph ge T: < ae a Se eee 4 ee eee 3 CoP Gah ric ca ee gle Meee ‘che. . 
at oF Aa 7 Se Op head ee ae 1 ie Pe 2 : at Eee " a a Re ‘ae. =, rey Wen a yet te 7 ; Abie, "et, ie” Pa, - FP ee Mg at eee ek | oe m 
elating re i) ne ee ee ee, ce ee eee ae eS ye ee ts : aa re ee | err we pe kas ee $ 
ating i a tae * ies eee ee a as ‘i te litigator a 5 a mn JiVoce, Wate ean eG ie a ees a —_—e SS teh eo ee ayaa tie tae © a: | 
a A ea 4 ‘e Mate, = Po. ee” : ot, at il ' ia ae ie = ora ee Se ee Co eet eee i ae te eee PS ee Bae ae ete Ne a 
an % a mete = 7 5 a ane pecans vie: 2 by gs h hte 4 : 4 2 * Spi we ‘ 
a i oe ol — Se FR e: FA cinta en ee Bis i Pe tie ea eet a : Ce ee oe eee eS er oe NAL j 5 
AGE ae a "y : ae Bt ee wae a ee et ne ae pre oS Pea XS we Mss mans. J 3 
ill -— a — = aa a * Peg i Stee 2 oe ee Me ee a eee Se MM eas sian bs 
J . a a Be , ao Se oi ee Ee 7 i “d i ‘ _ ‘ as =, bi oer ” 3 eet Ae co. Ce ON Sie Ne eis Sa Ne ‘ Ba a we ee ee mei Ween J Seas pe 
ee Cae ie 6 ae Pa a Soe F cia _— ol ee bale nee FS SS ee ie he rege i 4 pe ae sey on Pele ial ines rene am anos Se ae ee aa ‘ 
- f F ately Ghia Sa aes _ . a oe 4 ag ea et hy f : q ee ey . =e . aa es per att oy ee peal ow tA ee lo Oe. ie a ee Mees Rs chin Nate . 3 
3 —o | eee | = fit so ae a a ene oA al ae > iy Ve le. ee 
1 ae RR. ool : bx: i BPE es | ae ae ae er Oe ae Fx ae ee ont ee BS Sie cdl el ada , cia A 
aduaae ‘ ae , oa Ae epee ee sd ‘ae i. a ie a | | Mee de ane oe Se oe | mh, he Ne at al 3 a eae ee no ah ertThe Side aad i si ill 
a , Pei SE eee aa | Be a. Wee: 7 ee eae hae aah ee gn a ey. es — : safe a i ee Lega Rea cei acl tet ta 3 3 Vous ec J 
lity, se ee or thee Aare pe ee <a i ag fe ee oe ‘eg a a a ga : Pde pes ee ay a ee ee ene oa fi, ee oe ae _—_ 
le right ities tg pelo ss | bgt cal aero ; ore 52 a) ‘?. me, Teas S a a cy ey Pace or Te PS og cas B i a ee, te re eg ee a ae i ae » a = 
oppor. es fel s Sele hte eo Miers yes oe Nee. : or id oe | oo ee esa ea ee i, oe ges eae = es ee et 
Cy OF Ss : be pe are a ni Weg ee ae Pa " eee ane os oe ST SRR ee ee tetas rae i we er Mia Se aes” ai. pa ee ee 
f ; peeeraus eee ee a ew ae Fae ee Wena MG ee oo a ia eee ial oe 
aft de ce ‘ ie wae Ral f me eos a ye a a e oe re sate EX Me ee Se eer aren Pi A dae ae & eer se, aE heats ah € Ve Oo Cas 
i i ee ere ee ee ; a i Me re ee ae re de Bes. ey ea ? sla a Piola emt cris i 4 Le see te seh as 
ee eae SRR ONS ara 8 dears al ie a Ke ‘ ane pce “ Sea ek 1 re oe a ieee - : ee a oh Me acs 9g 2 gi acai a 
: rene ae ae a ae ies ea hues: ie me a: ae oy zt es ; as a oa. aie eons ve A oe e ; Pa aa Ty eee iii Caletee 
AGE ane; = Bona eg ‘, sie ee car al : : - - ae Pees hs eal aber Leas a in gee ee eres ne aie iy Fi he aa ea. si a 
ee ; pial a leet. Sy ee Gem : Pens a a ea oe eee ae ee a eee = ae aetna. * oa a ES eae tee ec ae Pee eee 
» Tih > wr, aa eee ee Gi deere)” Tian hae ors ates, oie Re ie a ey ar oe Pose ihe § eee egy Ta ee ard =e eee fe 
— i: epee ie Oe eee ieee Pits Veneto (ee eae . Myers ee ¢ : ? 2, ies Ae ae 5 ie ae BS 
2s ‘= meee . ad ee ig "a elem, Se Pl ee: iS i i ee sciicra age sod ee i er ae Patz $ . 5 7 all Po ie a i rote ” : 
Posi- esc Soe = ee ee ee ee Lon eee oe Se een Ce ae ese i ae he ae — 2 Fidei er bai 
ntatiyi rn ie Ueeta « 3 a 4 So: Ne a a oe Me iy : > Powe. se PE eines ea i é a S ne ee en ea cicaiies “A ean pcoynied™ < oe ocala ams at * 
e. ee ii ie a ie ll a . oe So a a eee oe We bs, Sis hae Say Ts ; acai 5 ae a i rn 
1, Pack. 4 ee . {a7 eo cae ee oe * ame ae Pc. eae i. ae ae SA ee ed eee: eet Se i ae “ik ia 7 ee ee tl pare 
_ fo ae he —  — ee ae — ae 2 — oo. See Pe gS aes FP ee ae in oe ie 
] _ erase er Ene 3 eee ee Bei pike opaal’ oe = a a | a i. 7 “a aA 5 eRe: ae ee oe tee el 4 aa ee fe Pe ei Pa ee Eley eet, 
lgnment a ae Ligh _... Po a ee oe 2. @ Tine ;: ee aa Pee S ae se ae hh fist ie Se i ce 
i ae:  ° ogee - Be a aeed g 4% te.3 , a a” eee eae a FPO Oe 4% Se 
AGE — a we Bee we 8 hE) oe Zé. ee ae We ee ee AL Ay, ie 
1.1 yee Pesci a. ay e _r- ee ey} peers by! % ; =HA as fee i. ; ae C in ee ee as Se, i ee ee 7 ees - Fae. oP etl hea Ses od eae +4 E : oa > 
» ie ee ie herbs 2h ad P = Sa. Pre | Pe ea suet sin =. a - eae poe ge rertes) a. : — cue fy Pe ps on ae a 7 Py ieee pen. td ie a 
—==> i DR 2 Sen tee ace succes J i a an eg a spit : a “a a or i et ees) Ss sae oc. | 9 a ee ee ee a ae = 7 Fe eee a PtSi, foe te ’ is ok a 
— aaa Se q i ie ah as Y Biss 2 ae eee a ag . = ae ay vs eM ns : 7+ 7h wpe sae — ie ag q Pe i eS = agi seem ogy As 
SS ie cee iste ee oo. ie ms ii Nl E. aa r Ca ee a : Se > a eM = a oF eho cmpee beanie et a 
[LABLE : ee ee. eee een! | a Pee eS a ™ ee = = : a . i a dae ‘a = ee Se Te Sg ce a ayn Be Ps ee . 
——e ‘ oc | es - ee Be dee ae oo ‘, ZS _ a a 2 ee Ces See ee :) a 
— 3 eau . 4 * a ee wee re, j et i ee — mis 4 - i 2 sented a SP iin 20 aia? = en 
eee —_—_ (Ss sais i : ge se RM ET Fe: by 2 Pee Fa poe ars ae : 
ja ee : — _ ea ee ee ~~ eat »., Nae fe bh eee key ee eg A ae 
a i ae): a =" us aa 2 ; Per a5 : : : . PA ee are etaah rer ot ee : Be 
= << ial a q er a —— = i aero . 2 ; Se Si Ale Ss SS aad at ¥ 7 
—— f r a “Same i oe eee: et ee We Se se oe eS aren bs a £ Sate 4 ee , iS 
tw , i eae. Pars oe ec. “i en ie ieee on Mi oc a ta i _ eo is : oom PETS A ‘ es ae 
ce wenty . ‘ie " a <a , es ne . a gr aE tr ern ee ers 7 
: t Seeks — . e on ; > eee a “i ok S$ — 
2c 2 i , a oe ee ao oo ‘ Lt ae —— 
1 econ 3h ee ae = . 2 E: Re oa ae 
e ee ies ee : ; Mae a: ae 
setah pee e Coe 4 an . ae —- > lad ea 
6 mn Las area aa ir agen Siege ae ey Pay 
. SL it ed a a Mepeancn a ear 
See ae ne nee ci ly (cee a 
By cies es ae ie —— taney 4uame ee gee ’ Sa Scag 
ena bea i aa Be =F peredi Fo age ie pean, -—*) wi a ae ja a 4 Sis i. = Po Leas ae. — Res 
§ . (MMe oo oc (eee , aS ae eR ene Biol. 3 5 | z. et we ee J a i zn he ee 
— " Reece. | eee ee ahem on aed aes peers a Jane es ) ee” *. oi, ae oo a a a ee iat 
ici . ieee ; ae : Me a) : a tu ya Rt aa oe Pe ey os e 4 es oe 
a poe ae. pe oma e  SUoeaeaias . aI oe “9 aa if fae ers ~ a ee 
i eo) ea Fi ie so mee om or eee eee a aera? i 1 oa q Lie emer © 4 i > yee 
a ee i , Cees ee a alaiai ee. ae iis. Beet ee ie — =. 4 : Fe Portia ee) te ae ae 
ies 7 berdirs = 4 Be i : Rs on Be Sia bal a ee , heed i oe wae meet second -” be ' = ae aa ae ee. Pie ae oS ae te ee ee 
ae —— i Be etre a ee “ae ee 4 a ie be 2 iia ee a a Fotos a oe 4 
bison al ee ee i 4 7 ei ee ee . ieee a2 re ‘ es), : 29 eae ae rE <a oS a cs F 
ee fale 7 ‘ acai es aeatiear a: Sede al ty “ao. ee ee i? | eg ers Ne i a Pa Si ia 
si ——— i ie Pate ONE a oe 
ae "ae Re ae ak sale a pe So hada = een oo ‘eae ee me if 
sa a a ied ae ee eae g ci See A ee « ‘ ee 3 Tae: 
ne as 3 AY : : 1 ae Rs oS alee ela. ak See a ied 
, ¢ ; si ain ll ae Ss em mae 
. . op as = a re ' 
é j a ae 7 ae = q gis Sane nS 
< tret. *¥ Ee a oe a 
f . 2 . , S* See 2 Se ye an — a. << - ee 
: i a Pt RS oe ee ee a P| ali Rte ae: a ae St oe ie) aa ‘ie J pean Aer kn rae es f , ii 
M4 ‘ : i Beye ie hee ate oe Lo oe ie poy sa a ee i cS ae -e Ea & Pas, Ge ast WE a ae satin i f Fr 
i ei 4 i RH ai eS = ae - a_i Pee ere a ae ae . ‘ee 7 ie eae Br ee ee ee ee Bes | a nee 8 
4 ia: a fee piece ae: a Rn ee aie a 3 Mo Rae Ce eee EA - ei te 
- Pp. = a ae. a ran 4 “. a “ re et a, a, ae Ti. a a +) oe B Be ee a ee” Rida, ae fo eee oh y ite my —— a 
i a “ a ae a oe « ae 4 5% se q — bat ‘ | oe e ex. : = 2 . , 4, Be Pe Me ee a See a pa me: al 
a * > BS eae +s Bars artes a — pe oh \ i Sate - 2 <7 SN im 2 ee J ae rte a ant ahs cv iy a a jar  s oo 
: : aes : = aa oe a? ee ; (ee ag iar ae “¢ age ee 5 an igs ee ae ne ig 7 re 
ae 3 ee : oe #. co eae ei * > a. 4 eae a: Cee ee a . aes 2 etn ae cae Ce ge pee eee ee ; 
: = A eee ee a - We te he aa Best [ee ere ~~, jane) os a yt ae jee! ke “ae ey i il es: ae ee 
7 Baw se : —- ce ee ee cy. . Ba BE tae Boat sna ee te — a id eee ; a ee ae ae en ne 
zg es ame + g Be: : see) apace, be. ta ee a - 5 3 Sars re > ciel es, oy ae san oe Secu at dae nee 
# + i ue i.’ : —— ee 28k ‘oa aeite, ae eee a. J Se i Bey < e li a er 5 Br cat Bose AS) oll cat ae oa iy 
Bel | Heri ee i ef A ee . to : iy ae a ee Bee = oh ia ie gegoie ad = ' ‘eines eee rapes a" a 4 ie Soe 
* * ie ; . CS ae. ice. - ee ee . j : eee je ee i= Bast = dpa ee 8 ne Ee ae: Ses 
— ae ne \ =i eae | a . eee Se a 3 —— ae a a * mie Peon aes ol a le. ae 5 AS legs ee scets F 
2 f eee it ort oo ned a> - a ary : wes a Se ed eer ae * in er. aE “5 4 ot  l—- a : |) Mee ee ee # m . cae ee aa ees i di sail et al tae 
—_— 2. re os a ee ee er 4 Sa ge ii a ee - ear ic sje =e i " 
sz ae Fae: : ee ns 3 Peeks et ge ae hag eae ees Pe podies ee. tae: on a 2: a 5 a ee oe a a vee 
» = a ay ee | ak ohm = sae eS ay a cc ie a a aa eee em, aa Be Ws me _ ag 7 ao a. agen ee eo 
| teat Tae ea poaa ee ase Pua aa he, . re ee a a : ae : , ees ee ee i ae _ lala 
Ce ae eye a gor oe ie ae Pies |. ee a ee _ — Se ae oe ee ne Te ce eee Bi. se aie 
ee ge ie a eds —_— cane? t se = eee | i! Bee eee) es - Rear a, ee cee, Ween, re bre eo! Se : , ee Bes a ae ae 
a aon, com ‘ ee See ay sili ey kg, oe So ee a om a ai ae Bre dg ae Peake Le ey ‘ ie. ge 7 ae! Pee Ser : Sa ede 
ee Pea ee : oom aa ne ee nee he e 2-4 as x a oo enee Aes SY ‘ : x ae ke N es: Sa 
pee ae Be ee Sj a Oe a Be — we ce 3 , eee ee ae oe o« a _— “oe 
i ae me eis. | 2 i | eas oo a oe halle ig ae AM ee a ee ¢ te Rae ie re ax ee ete , — oS nae ee ee ees: ce . _— 3 é ; ae; a 5 eet ae ia oe —: 
as Pa ey oo ae at a ee Se Se Ft aera ee Cee ‘ —_ = es ce tial ll Ps 2 Pe Pe Wars = ee ae hs 3 ae. a a ere =e 
A eee oe ae ., ees ae _ ey. A ee ae Se en a 4 = key tom eg ied His ees 2 ih Me ipe's prea: Sy ‘ bent. 7 ar = A = ; ae ie ‘5 ee 
eee moet en i ee RE ES is a i Ae ot: pit oe oe io Te ee ashe i aes. : Ne a ba >. i ee) e Ds so q fy ere ae cet 2 
) ee oa G ae : ig as Moe 2 catchy -—¢ —— 7 Rt bee ‘> Seer an ie en! ee TM oe as — = @& SS 
Sha a oS ae a eet : op eae ae ae a oS a eee J ame | >  . eee eee Ra. ae : i as Pear 2 —— - ph 
erage ae ere ve er et upg sea ye i poe ee es a | ae ee ao See Pe | - pete 4 claim As Cea hee : a. 5 ar os a 
— Ee ie ees 9 _— eS a ome eS a oe i sie eo ee ~~. -. ee 
eres oe) lay gg a eage i ais a eee, ’ a’ ae ert 4 ee a ane is cee ee Pst = acs : gee sige 
me si i oe Fg a elma a ee oe ee ee oe  , -aigeeeetearS “ieee gaa Ce ee ee a iy, pa = 
ae a ar ele ar se ea En ee ee Br. wo. : Af ee Re a oe! i) ip ot ae eae ea Sagal Ps a arene 
i q i ee is i isk iets Te ie Te cs we meet 2 a a eee — Be a Ce ad 8 — Bie Ae ee i a 
’ me aes i ee oe ie ee ie ke io wee a 3 ee oe oe ‘Ea Si a a ee, ae a: a Se a Tee ie a 
Fa ee P gaa ae oa . a bliss a a aoe ee ee AS oo? a. i: en pa - 
3 oe e 6am fs. ai Ee ee i ae ee q . eee” ae. ee” Bote = : i es eo a ae jase o tess 
— ci i go ae com ani ae —_—" i er nel : ; ae - ’ ee » a ka Sa Eee ee Se 
q ae % ot £ - ce ee 2 > el \ Tepalabsiaee . : wh ; " , ee a , rn on q — eee es eo a ee "5 
ss ala} fa or ee We > seen > 7 fe i aa ra al ae on is ‘i ura ewer ss ac Sie ibe a ies Rees ae ‘eve = Ge pateee ae! u 
mre | ee a 2. Meee 4 ees ead $ ere ees Bee ie ‘is i ‘i F : ; pid i ee ee 
. Ee ean <= ae ets: ane Sy aaah i eae Q a Be Ser’ a : eS oe ed ci. ae we. DD ti i , ior = a 
26 26%), fe 3 5 " <a iy oa <f e “eel ee * ee. oa = ae ae sa ys sgeimil sMacaaes arr ae R g 2 it len ah om 
j Sl) ee Bog a tales Re) wa ere ee ae ed ae : eae z r est me | eee a) 
ube a i a 7 eat a ry a eats: ; poe sf rs : bets ae s , ee ee oe a ep ao ili 4 
Se oo aa tee. | adi 5 apaetie® os _— eee eee ee pr ge Bee ans eae : ea es: eed oe. a ai ny Bi ; 
| ie ae .: eee Pao. oe : ; = a ai Sap aoe tS ne me a ae eer. ih ie, gs ee > Nae aa 2 se ate ae bar 
—aee ° eS Oe Ss nage aa i a a a ie: o a, Cl : es Reh aee eigen, 2 ete, ae eee | 
Y WG: a ae SS. a a ie ae Beet es iis a pe Si eae at oe a : fe I an eae els ieee ee a eee E> 9 a a er A al f Pim oem i= e Bi eee 
. i _ ee va ‘ — ae ea a ao Be i > eel aS © i. a6 3 ee a: oe faces ae “hog ete a >, A — - aye ey ac * eae yore a ne <n a a — eer rey 5 pa. q - % a & Pe wh ge Fy 4 ae se A. 2 
ee a. - aa eee = 2 a ——— of * Neal eli i Aeon Es p> a eee de a a, a aes a “eee Mc ae a a ee oe a) 2 fF _— oe ashy 
ji 2 > 2 = ee at. Ye Gl — he oe a ek a ae a oe 2 EG le ek. ae 
a i a Hicacat 2a —— ——s. r —— ae sor ae a Te : i an wy Ee ee er ee ide Me pee ce x c. ee ae eae se a Ket 
g | ee pct ag 7 ee 2 ee fig ai a : r 5 ey ; >. : ay, Me ae ee — eo. § \. oe = eae ae Ue os. _—— 
; wee es i 4 Fs a ga se a Serie 4 ——. ae fa - ek : : (_ =, a ee ee ek Bein A ro. a i: aes gaa ee cae gee ie — —_ 
a ok sil her ae Son «ae : rea ; : a a ay rae oo ee ao i ; a ae = er So 4 et ee 5 os Ta a ey . ie 
Bi 9 use ers - rig <8 , eats E — aes ieee, ; * E es i ei a a ee. ole “y beg aes . Mais, a © & Z " 
Bea cee nS ae j it 2 a) : eee a SaaS oS . : es 4 Dae ee. ae ee ope) a il : —e ! 2) ae an os ae 
=| Peg ae OG be dita os # ee : "aa Pages cn, ee F 4 = a (aes a ie i Piece ? PP re © G : a 5 mat. alee By a 
Re Ee, — 6 oe a T.tse GALE Ute | i a a a + 
ag a. big ae ie = es aera ais a ae x i ia a & ae Ta 2 i tia 7 , 12 eee ae i" 
i ea) no a ee es oe bee, eins Lee ee a ee eee a" ee ee ae | —_ : - ce ei ive ies i. 
aie ai ae i oR Sala ere % = ee eres 2 Pe it es ia a Se ey : . 4 ‘ae fe. eas Rod » 
ais aaa eae ae a 7 a ae Bi Dis ae a ie age ss oe ee. a ie yo Bie a ee ier q 2. = 
h j te ee BF i ce a ee - ae Sag Bie ee ie ae ig f “aoe a ees 7 es all eer a. « a : le Rin A Ns cate eae ce. oo ee ee im 3 
who think en ee ee a es - re, ie Ste =e ae 3 Ae 2 oe es 3 Bee ee ere ae a . oe a Gein SH ee 4 Be 
: pea ee oe pet eee ee: per ae * af ae as ok: ae : eee: o ° ‘page peel : oe 2 = ar ‘a ie tin toes ae 2 eae — nn a ples 
7 " a ct See mee vas . | coe! i Hae re \ foe) ey a ie m4 we ae P~ 5 es areal wn Se Page Ae eer pie nak Bee Ae aa ean eam sea ny é ie 
.- = 2 Tea ai. wr a< a ee ee | 3. ae ae pes ae aaa Fs 3 4 4 Be Jc em ‘ ae 7 ae Ce ee ees as ae Cer aE a ie 
. ae ae Ces ieee 4 re ae aaetl eo ee eee a a ee <omree.  -e a i rh es xs oe sche = a pit [ae ae 
a cage 7) a) Ces ri ieee ais bee Ps) : a a ee fe ae Pe) = eae a, 2 ae ae a ts Bee Be gh ie i eS ss ———: 
E a ~o ae ee Aes i + (oe Rigs 2 pe ae a OS Yee wee Pe ee ee Wes: ie) ene 7 : ae ; te = 
F a ae > eae at 5 ae eee a 4 F. Pre eee Og ee ee eT i . se : a ee: 5p Stags vie ie pros 
ee ee a a fe a i ee . ie eer gee inate. 
“i pe en a | a i ae . es, a a > ” aks uke ae 4 OM ng, ae Pe re eae ies Eee ee sana RS. aan at 
, wee o: a age Pens i tier Pe — ; ; i — Ca = oo: Gee : oe — ea mak a a zi ee pige Pe Se Pan vt, 
ee Se bane ir tate. eee ee 7 3 : ‘ Bre a Were ies 8 Pars, me ye es a a a oi. fiw . aos rk a = « *F ah 2 ee os 2 i Bn 
ers. mn the o ee ee rt “ : ie eats” io oa oe Pete * eee aia ce - a a iain Reed a a = Og ee a eee phe 
> ae ey si = I Be . Me 7" OOS ee Shee ee Be igs becom gan sat —. : 1 | eS ais EM 7 a fe *, " “Vireo + x<¥ . 2S a on oe nN ee i Perey Re wie _ MO es 
. ne See i a, = Re ih egret ae a re 2 vs eg as ia “a7 Pa : rei —. a ee a Seo a ce ee ae ee ae ieee itaes Merk epee od ad ae 
: ee aed a. 2 i . | ee ae a = Migiuakee a =) =< * coe 2 oo = 2 ear ey 
co A A SI a Ae , er ae eS ie Te SE rs i eee ie: oe oe > 2 See a ae Pema = * 
—— Ce Seer ee ee eo ee Pee a Pas Fy tis wee os aiget tere amen i s biel ne | Pale z _ oo 2g deh a patie Pee ; a: f i a. i Bel gf a ee i abel ~s A Se a * - 
a ite th Pe.” er ee S 2" a ee te cs ieee ee. 2 Se ren. Ee a, peg). 
ce ae ie ee ae ee — ee pec. ati A a hs as Bees butt 3 on, a ee! ee ag , Be) Se ae 
oe ae (ees ea ae, te es Cs pap ae bsg ee | a pA Geen Ek so ae -. Fs ~~ ar ee ee, By oe : = <a 
4 BS, bie i —— ai in we ee =, psa a et es ye Ee, om es hg id ee > ee ae aii “an ; yee. ~ ‘ P ; ash 
win mar f at gen emer — ae ee 3 ie Pm ett i ay d ; ‘ 1 oe an. ae a at a a: a a 
ae os a ee” ze Bees ae i Me op ae : heft 1 ee a » : 
; ; é Se ee, Bi ge . oe oe oe peer ee ini atl — Re a eee a oo: he eet wes 
b oF . me ae cdl a i ‘ ak ee Vee 2 } Foe ae: ~~ eee ps ee oe a an ere 
l Mic : : lei ts at acai — a aaa pa, * whl caine te atotee che cen y Clare rane Be , 3 2 ai Bae ae EB Ea oi F i pa se 
chit" ~ : a aa ene ie ees gate is oo 
: : : a Rae Ee Ore ; ry 3 he tall ty 2a oe: a a Asche 4 
ee ee ee | = ae ae Re en 
H “fe ee ees : iy 
ich of ce | 
age ee a. 
* bs Sa ae Bi 4 5 i tae 
ns — 18 J E SH era Pits ee eT ‘ _ ao ‘ 
d 0 en in ‘2 z we ee ae iinet oa ; Sie" ae ee ‘* ¢ és ie : : 
eo a i 7 ae ~~ tae . ae lle 4 ‘oe es oe, ; 
s . . ii 2 oy —_ - he na * ve ee Fie ieee ae . 
a vr. " fi S Pa = - F, 2 i a = eS .. ‘ 
>: : Z : a sae Bee A , 2 st = & : _—s ry re 
= 2 | P . aut — ae Nee PF ; we fh]! a 
aes . 2 ; 3 ; aa } j a : = ; an as a 
‘edie a ee) - - ae i Toe 7 i ; ee ; 
<— ge a aie ade ie zz” ‘ieee ” & a a ; 4 om # be = ae 
> # ie aia , _ Aol Be =s p : ° a ‘ : J — ‘ 4 
Bie - : - 2 hee ae. are ie & 5 ;' ’ 
— -? 2 i > hoe 27> 2 Coe i. a | wager, haut 
; ; : = oo) oe oe ee ag * " # q ? = ee rae, ae Bek eae 
as . 2 - e wae eae sé fae: a . ‘ cee ie e : 
; ; j - i es. : vie a oe ea Ba hf : : > a le fe ee dp ave 
; B > vores mn pee: 4 os : = = as ; ae i: Nias Wego © Recees 
4 io ae ae fo So - or 7 = ehh ; ° 2 Se fii oes 
\ ' pe a Bees 2 sere oy. * 
f ss F ge ee 5 
A , = - 
Be Es pF *% % : ; a se era dy 
72 S f an ey ; *% pee > 
' sil eg + a 7 *, 7 at al = ai ae: * i : i x : re 
ba " : ad fe oi “ > > ns = 
7" <& ae “ ig - af 2 
aa os —_ : a ; Fae : ¥ mI i gi : 4 
r 7 ; = = Ps. (Ba) ier ee ic. es i ft 
: Mee ae tr 2 : . 2 ; Eo F 
F sail a i he i ' ; 
. ; s : ae . gi ae 
| ei r ee ee 
: * > up EE 
‘ ; Ei f, " sa ae ee 
ve 2 be f 
hid Ghat ae ‘3 ; , rh 
r a : La bee Sih ; 
baa on ny tS 
_ +. te a “ 


ee 
tn 


elk tha 


Be Paid 
by 


Addressee 


§ 
G 
ge 


BUSINESS REP 
First Class Permit No. 95, Sec. 510, P 


LY 
L. & 


R., 


CARD 
&R., C 


hicago, III. 


Advertising Age 


100 East Ohio Street 


Chicago 11, Illinois 


pS 
ee; 233 a 
% 
a > 
a 
ih aa 


es 


i Sac 


Sapa 


i ex ee : i e ka She era inte 2 cee 
-. ae f : as Pg ‘ Ee a aie _ ; bs ates ogee Fo eda HM 4 Zui aie ae as = hy le ea get I Pen . * as 3 ee ig a 7 i = vr te ree ihe a at 
qh tae : Sei ee pee oe Reiter, ime ae 7 oe me 2 i ere, a gee ee | hr, a 3k oe Gas i tae Oe ee ee: 
a sg } —— ; eget ee edge _ SS ‘ieee a ee ae = eb 2 ae pale ATTY or port a Se ge gt ee he ae. eae We a 
as Bean ieee cot mmm ae ee ee | ey. eee a oe oie Ga ce ae i, Ne aie Ft ore eG Sh en G Ee as | 
Sag eee ae i eas Tie vita) ee eee ie a ‘ : j : = me. ere and F oy : | a a ten 
oe i cg Ice aa at: ee . Be to ee fa eae sas uh Beni . > c ee ae es a Ae Soe a os = s ee ee < = & } ae 
a: oe Yt ; al et, ae ee ee J a oy ee See Oe bs Ef a See, \Pacegeaens ca. Sea eh Ce Ge ae -e. ay 2. ae ~~ 5 2 ae 
x ’ 3 fn 4 o ° he : i . . Tas, ‘ ‘ ue e, ‘ es ee se ; te : 
ae : shee pa i ’ i — Bi Vk ot ee ee, als 3s : 3 ‘3 mu ae: é i 5 F i oe: ag 
"elle = Co amt ae ae ere rales z sgagecete es ck ie as oh os : ee a . ‘ i ; oa * 
3 e a Seas ee OS a Rte ale fs ge re Oa Bs A TRU ag Sa arel <i ey " ; see . é f a ie Ea Fi . ae = ii is 1 
4 "aie .—  —— eagle Pi ee ie ;™ PO —— & CE Le ee Te ae a co a ee ee eee 
5 Sica pene, gnats is: bo eae RSS eS ee eee ee ——_— " os es ee set: nae, eS a i be. ae iy cna ey et ty ep) ne ae Ay ee ei, eee ee wate ate, sea - , Hie ea 3 
Hes Es gay ak ee soe eer ede aes Ge oo ee. = ae aie eee ieee, iim, Baa eo og As i ie REL oe ot tooo i ee 
= 2 ee aes 5 ——— ee Br + eta tee a =, | Se : a eee Se i= Sethe... arene i ae he ; 7 ep ee Pipaiec ht ges ges - 
i een ee Sc es, ee TR es ee Se eee ae ee ee ae ee poe ee deen eee Soe eee a 
poe ae ae , wee ees el ee SY ee ee a em mee NR a ag ae ee ee my Ben? ne oo tee ae eee 
Mt oon re eT a eg ce 5 a momar 2 0s eT ee See ce co wee , ¢ ae ee ®. a a ee ee ‘ms et hy tee ee i ‘ae — 2a - ee Si 
eo a a; J “e- ok oe Be ci Se ea a! Ce. ee TER, Meee ee Re nate CS > ; 
. ear i [a cee 1 ae Bc aa ee, Al + i. ee ec. ae ~ PI Age Nie AC ee ea ee ee eos Ses. 2 ee i onl 
Bas a oe eae ce gic Pe ee mas i = ie - a =a a al a ss i eee RT pale ge see Fae at ee. vy. bale) a Sh 
“- Ree — =. ae agape Ree, Bele 2 —— a “Se ei mes a i ee eo ae a. ee a oe i 7 
: eit id 4 Sane oh Se weer Be acd te "a. ae ee ia a Pe ae hes ee ge ore ee Se 
5 F ee eg : : ye Snr. ae: a we pS t enpel : oe ce ; a an : 3 f iy 2 ee aa: 
ce ae i! mas ar ae fr eS nn eo: | eee ne ee ao i tia. a Me Ee ere eS 2 Pte ( 
5 ‘. 4 Re sx: eee r +s hart vy i i is 5 aa ¥ a dee ae an ke: ee ee eee a: . i 3 7 7 ‘a: a: ee ee ees Baa x) 
me a E-es "ee OEE eee (eT jae Bi. a dM ie eae teil i A; Cr. i : ee ld : 3 % after 
; _ eee _ et hie ee | a ) oe — ia 7 ent eins, es eRe cl an e- a —- - 
rc ava, ~ rr ees sae a ws: ae Cas oP ey bg ee a, Big ie eS a ee hn i Mrs.) : threat 
— ee ee eres as ease. ae ae rcs 3 eee P22 es ees ee ee b> eke | Sige a . : adalat ‘ 
Para 7 a ice eS ae ee te Sa Oe le Pe ee ee ee oe Ee a. 4 ie See «= | el J ing CI 
Se et ae. oe forge an er £2. 0g Oe te. ee a ea ee 
Ser al ote a a. "oe ee ee ae a as puanihe ae ere eee . ee ie a ee ee a: ea eae ee oo 
ma J ee a ee Cp a a roe 2 a. ae is me oe ; : 2 2 See Bic! mae ere es Wh 
eifins as Sit oe 2 fe , a nee ead 3 Tae, ig ee 4 to ah F . & r = aa ae 7 ale gas 3 ‘ae Pues re a a 
Wis eR ape is a eee » ae decrees Paes Ps Se Se oe el we ee * a <j ei ee s+ Mis 3 i a ee es ee ee ieee i Pe ag eee ee as boob hk th ok eae a ed eek cise? po 
| i Mate i Bete yes eS i i ea se a creasé 
— ee a eemene eae ee oe eae re me gag Nt ar yh «Ss ole ee! We a 
a ei . ae oa, i : ; ‘ yo ye : i oe re ee ut ates hee ‘ ea ee oe Pea ea, ore , as may " 1 
} : ers ve 4 ae = 2. ye S 2 . . © tice Peper ae =e 4 oe tic P 
is lie: Se ; 4 hie a aie i Rie es i ag EP ee a _ fa Ne ee MIR i at Sai: Saat Ses Se ea “ this c 
pane eS Nee os eee bbe elie cst nie ee ae LE ete es : ee gee a: ie ane vag a a Sai Be eho Pies bom R 
cs, a a ie ee ee Cpe , Re aaa : ae et i a aie Ps eee eae Beet ae shine e : ng eae iss ee Ee hy, Se: edo ae the 
oe ee a a OOOO a | — ——— <_<... «= trol 
ah a sou i ea coe ae a“ re a I ae : a oo ee a ee : 
ie a i ae Le mR ae oe ee ae: alee “i * , odie S| EER = PSS ee 0 se et 2: eee. oe ra ea ol shipp' 
aoe 4 ee : a 3 apna lS pee |S) pee cea iy Tee, a.) a d i a, ae bee ee ee ee a: a i i Ea <b ot = n 
ee - . | ess xz . a _ fa ee ie tS , “5 ig “i Pe : ania ae Lu a “<i Bis ae ta | oe =. mee ia iy = +See ge pe ee es 4 eS 7 a P E ‘oa ee " _ 7 In ] 
a i es oe Pn, a er a eee re Beg Bhi See er See, an ee a a 2 =. Bo ee 
2 ee: a ieibiat. a ae Dig aa = ee: me Pere, ~ wae aap — a a _ ir joer. — See ape ee OPA 
: j : ,, ee a Ee 2 3 ae PY > i. hl we a. a" ec. Se ae = i a. oie. an 
i ee a oe he mh — —s ae ae er os i a ee: ia So I eae in pr 
bes 3 : BS a ee i Ree a: eee ws is ake & : fe ieee SO sen ee Bo cae : Bae Pe eee 
Po eae i ae a ce cae a2 a e eee Se é e set E  e asad ae eee . ae Be: op” ee anaes ee. a below 
ee ee oe ine. a ae. Pa, | ee rary BL ees 2 —— a MIs) ee ee = hee i i a Cee 
eee aa: ae ve Bs 3 —_ et en _ y ; ae ee a atte ss a a Ee eee creasé 
. oes oF P ee ae sey ie eal oe: ee ei . Bae Guseree. ait. ee ue oa re ee 2 , om F = ba . 
ahs ee eee Pe a i. — oe. / ee aa ae a er all cé 
(on, ie ies =e Wadi 2/5 Fe 7 ee a ee: its, = y a ne p. " 
Mere Saetiaet ae a 3. ee lt i. ae i nS i : parab 
' Phas ie a pee 2 7 " Be logs % at ath ae . 4 7 + “2 4 i, ' a Adi 
Rem i ees a A ee, ve ate ae rey oe aot Rock: 
an eee alie ee eet! Piece: on sd ; 
aap ee tee ge ee ee Piahiib Loos Postage No this 
) ie, “ae aha ee, Bee cee Se y . ey gs es ill 
a  — . or” ei Ceur 2. , ee re ae ae Will Postage Stamp} will | 
e ee ua a hie ne 3 See ee 4 Ex a Soh eNeeeT, | Pe ig e ‘a i -— . se ene ae Reese oe i P ee Necessary cult 1 
7 oe. eee eet ee bia pee ed Ry ee) ee A x Ge er eo es I 
. a Se) heer es : Ree ae came ce ae, Pane” ee te a ee ee cy Sees ee comn 
a ee oe = -~ , ee ee _ ee i " ee ae i: = 2 is b 
—— ee EER ; — es Se cate ei Salle S'S yd eke fs a 
% a a .. i 7a 9 8 oer ate aie a See ere eine acre og i ae = bY 
ell eh |. ee: oe Petie are. cece cn ly Fee the 1 
a pe eae pot ee | a a ire. a ae 2 a 2 he eh ie emer Lek Pe ae a paceman 
reves Pee ee) — 4 aia aa i. a é io bi i 0 a i a. oa ae *: jl eas ak ie is i, ee Pe — the r 
a ee eee a ere a ae ee : a ae ae a aa ae eee ors ae ae ae — write 
ao 4 ‘ : ? : , owen} = Drlce: 
oa, uk a * —_.| order 
2 : bs ue —— Thi 
= 7 omen! cent): 
—_ ° rumo 
Fi f i ene bet, on = : i PT: a * aime re . oe rene re Ape 7 Bu ata * igureonie’ Fic, 
cae eee ee oo a ae ay ” ee | Ra Bee: ee. * Z ae 3 ee. a Ls - dome 
or ee ak Te eye Fv Me ies ae ieee = Og 2 . Sa a eas ne me: a a pe 2 are aie oe 
a a ee Se ee oa aM Bag ae 7 Sie DE 3 he a a oi oa ‘ ’ oe: 2 = oon : 3 
Pes, ty oe aaa a oa er 8 Wes ay a dnt pai, eerie Roe 1 : oa +f . ' as min from 
asi . x a _ ae <  s re a, Ss ars Bee ee Re A ee 7. See Z. . ae r 
i : ee aig) ae. ee ca [MRR eri apa oe i, re SS a Noten pee 
Ce ee ae. ie doe. Dae ee ee en oe i 7 ny aie ese ee state! 
ae a a Na Toe a a iar mms * ae eee Pes So ae ie: ples a th 
ag — - ae oe “eR eS aia ae ~ ee a . es a. poe 2 Beet: pitas ae Ee eo at 
"a ye Bae) Ee ee i 2 ee ask +; a: + — : Teg 2 ee ae OF ee ke fon as 
; ee es Cee ee — = * ee See tee oe ee i h y i eee abi a. a Dao MAY ae oy 3 amen} indis 
Gus Pr ag ia ee Bibi cs er: eae.) eens 8 a ae ; — | a a Daily 9 lla 
me a lO ee ee - a as auaae Amer 
— Ean ae. © yo ae ed ee a AR ai 2S AE Same Se aq ; Ree es vee ae Ge . eee 
eo eae eh eae... an, att Sneed aS ee on oe cg ae at a ee ME Po a grr pe 2 ; ae) uceal q 
= ae oe “ es “Jen oe pol ee ee. 2a. ee ec ag ies |: Sa ea - re oe cin, aa eee ie cans 3 
i. ciel ss eee 5 ae ae [ite i ers ce: Boe, eee a > : oe ‘ as ie a me ee ean i a es vt oe Sl 1 
i eo eae a | en, ee As re es ee : ee < a oe © aes a ae ie ee ee i. | es ara ae Ne ets a a . ee a Pri 
Peet ee ee ihe aaah: iti fo te i. ce ee 1 a <8 Te ek, toe Pei: 4 . ~ ae” eee ae oS a ae. Sa a lame ica ‘| ae tae te SS ae, ae - sims. hy ~ y rT 
1 nee oe ve ke eee” ee.” o 1 athe ae ; i * a a ae c rt as oe eS ne air ait q eee, ee 
‘ ge 7 z co eal eee: ce ae ee ee ce ee ‘ - _ oe ee Cee 7 Fel io iu a re i RS oer z a aoe “ae, a | a: ee y, q 
ae ee ae a a a | oa — om ae a ot gael aan xe eZ 7 Fete ae Sree a oe a ia. - has b 
Be > cia Oe nae oe 7. —=— ao Ea ae. mt fn ae Pe saa 3”. * gla al Thane ie eee Pe cee a i a cal a) a cept 
age ee ee thai ad cia ae see = —- _ : ec wae a “oi Yn : ae 7 iz #2 Oe ya tel ee ee 2 om A oa aa tgs eases in Boe 
amet St ioe, F ae ea By = Tener ca eee Oe i, a= aT _— ee oe ese oe ct ae om ey Dio ee: ee , Othe 
. a Wee oe pasta tas bd ae rs ty "=e Ses ad = ¥, S = Taint = Bee” aie : PW cis ‘g , eo. ais : be ie. ae far a needs 
heise ii fe ae a ot ae ewes Se ite: rg re ye e ge FE ties Steere es rece ie Bee, hae : ceilin 
2 a a eal ES 5 ea ae i : ean ee oe er ee a ee eta, eee So esate ee cae ae so ee ee 
ae aes . -sa5 eo TS ae 4 seg: 0 ey ee a a i eee a aa ‘ é Slee Seria enon See = i ef en Aaa oe. = Reg ete j 128 
. 2 al a ee) eee = ao - eich soe: eS ih, eee eee Ew eee ee ee ae ee se li ee ae oe paula Sanus ate c 
f Ra ee | ee ST ea. = 1 EE Se aoe ae a ee Se oe 4 4 
af pares ee oes a I ia <a a 8 2 ee oy PRA: s ae OR ewe ee Te Sui a fe. a ees ER ee = oe) cases 
ae |e — a. eee es cee ee has a “— oa PS ee ers se op es La ee r Wee og Bs Te ee fh | 
i ae Se ce eS. o. a eg. ee a a - Beles ie *  : a) paiee Z ee > Pi ‘ 
a eo ie yoy . ci bs Coan 208 A ee ee ie oe ED iets ‘ons 7 a; SN eS ete je A Ps ae - é bagel Ak cd iy ‘hes eos 5 ee ue fw) he i - er tk 
iat eS ae, a ee ee - OE ee ee a on ae pie ie tN es ee a Ay ee aie eee - aon 
Le ope eer ads ee a ae ee a a” i on ae: a. le ee ee 
a 2 | > a] ee res fo ee ee : Se eG Cag ee A ae ne 
— r = oe : oad = ats Peon ee en ee ae : geese ee ee ar gs ede gee re ge ee oo ie ie ; ae es te ne oo | 
a, mae erie ie: aie eds aid me ear eee: ae fy, ee aii "on a 1939, 
| j is ey pee aa ” = a agg he 4p iy ee < ees x ne pies. ut i geal i rie, oa daniel . a mY sells 
‘geet. es ‘ aah Coe eed ae 7 coe | a ron a - aa, sie ms 3 M ee ee - . ae ae Si , a eee ae aa ' 
— = wae ee ie ae a ee lO a Sg ee i a ae ee y . = Ch 
Ae a: ea ee. ae ..) Sa 2 ites ‘ a » . - ao Veo  s : De oe ee. es eae ae te a 34 ed Sita aad 1939 
Pe ——— ics a “oer i ee hs a ~*~ a ten howe 2a ‘ Ree ae Sac? “ae ye a. pt a . a - Oh a eage  T e x «gate ie ha eae ae By > oe 7) ae ce b po a i A 
oes) “ham ee age = iil ae 7 rS, Yee: * ee, eT —_~ i i. dae ae ee ie ee a = <a Peru 
a ah a Ff en SP Se Pee |. i ee eee or ee ae. - ——_ ite + ie 
Ge ee Vee aa or, ibe nr i.) ye a. a 6 io Sn om ‘sae ee PS eo. ee es | eee eas itive aa sc * a ee i ee | 
kg © eerie), “ae s ae: oe i sl Sew | a oa hs a ae ie. GS. — ' Rh aie: oe a, ee : EB ual a a [nica 7 : 2 a = are c 
te aR. ag pia. te oy a gir rere ie ek i ee. oe 3! ae — owe kae| ae as —— 5 Re ele ee ieee a he eee _ ee je eae a Gi Pie | ry 
5 aaa: = a ee “ne ts. fe 2 = ae -_ F< oo. eT oo eee a eae oa ae ee a. :;, 7 Is up 
a ae : ad a Fine A ad Pe a wee ro) ae ve che dca ee . ee oo has ai oe 
ae . c a 4 by al AO Veet i & . ers ee ee ee as eis: © ——- fii 7 ee —_ etal oe rete atl ‘iti oS ee 7) ae “ae oe eee as Par ee ame: * Ex 
Lene oe. ee a he Bo ee) ee, an = (a: a ee of Ye i i ec cee ee Fated c's’. cba 
— ££ ——— —a — ee | a ce ee oe contr 
aes Rs eee Pease” acl eee ie i ee OR ee ee  — RIM Se a Rs gs ee Ber Ba) oe eee ein os Se i ame at ae te a ak ee i whic! 
aie % . keene Rigg eS an ae ‘alice el fi pert Sais vie Pa ess te wine = eG dae a ale gai ey oo i. na |e ed i ons oc EN ty | 
Wap Pe . ee Be eth 2h 2 Nae ts a Ss S em Po i cack sh Re wae et COE ae 1 es es eae eS ee oa I é as eh Fe bi 2 ee : ee Or oe a ae 
+ eo 3 Sees 18 SR et ees, | ee aa a eee ae oye ee Pe a E oS a ee: a rea et ‘ a ae Sopa, aN ere ee eee eee A : a mar 
ms lla ee cee ok See . s Pe 1 sean eee. aie Bi ice ay ee rs 2 er Ps Rn: od. pe ae eter e eee eo ae 8 
_ é ey : Ee ne ae > eee Ea age A ere Ber i eg en el ac meee ole Bee! aca aes ic ee cd se feels ea i ee = camen ec ae + de ee seme Mie ones ‘ 
St area — ee: ee ey. 4 Bea ae ee “Pao 2 a 2 ale ae she Cae oe a Se ae we creas 
es a. et eae = fo — ~~ —— - So eee ee ca ldeacale PRE a Om | te ne : Pi be of Tone Y a — Ps ewe ae . Ear a Celene oe sur aaa’ one ; a ae i the i 
ae Sal EPO eRE es Ca reece ees ee a Si a a : ee Be ie = - cludi: 
Pe ce eee ees ee Re ee ee : ia a ere ae ‘ mi ge ar on PE ye i , 
“hae fabs en Meo orbbee oeeee re par i Le 7a Se ae EARS 8 o> ly Ree eae eee <== —— ee a) ola, abe ae ee ge ge a eee : 
_ Fs ea, a ~ peer on re " oe ia, ee Raa: a + “4 er ae eee teen ey ee Se tive 
one Pe co Ct ee : ivan. = | 4, eee a oe er ee! = ae er 4 a ; —_ i es ee a eg ae TSR Seman ia deali, 
ee wie See Te Pe eas ee Dae a eee oe a F Sy! a [3 a i oe ie Raa le i eee eal ons 
eo A). 0s CE a. eee roe. ee i te oo. = ae ne a one is Pi Wo re —- om ee eg 7 Pr 7 al ; 
Jj az , ia . a % ee ¥ ee x hS : + see 7 4 ae : [ 7 ae ng 7 BE if 4 on a lee oa x ae i fe Ad 
sj a 4 ee eres ieee aly es: Cee ee tee a a ae) a oe ee ei 2 a ee es pare 3 A a ) mM) 
ee Joe 2 a a Be? i 8 Militias epi q a. a ree a ae Oe id. ie : _— = ee 2 i a ae Adm: 
oii ae © a a re Bae 9 ae — ane — aes = a ae ee 2 a ae) — nce a oi op eae a y 
3 a a: ee * ca ay : a: i. ¥ " a a ek ik Ree Por pe eS oe ee ae . oe Be NRE is ai Se al wd fee 
Be : ae. Pee J . 3 $ — fd Bia “oer a DS Oe ; — oa i ad eS a ‘ : a ar a) 2 2 
2 i : is a : -_. 3 = Sere ee , eal . ‘2 a * ia i “oo: a Bs q 
is es ig i a ; . Sagat a ae - ee Pe eee <a — F 5 ae ee er. rn ‘. se we ce 3 * : Se See # ; ee In 
ee ae To ' EEE eee | a | a e a Tae a sft ines coe. ee es ae 
ee oS eg he kk eat ee a Oa ae = z aa ee, ap ee Be + i (See en oe etme ee esr pe ; 
i wall a: ee ee a Pe gh ee os ee. & Porte 
en esa em eo Sh a i a Me Ree ag en a kien So ae , aoe ies - ‘i ni ae: gee a PR Biting gs ig ie a Lis th wala (ial RAE toh NRE aes j 
ee me a a ad oye ae ee ee ee ae en ee - a a i ill ue * ll ees, i esr ae P ei ee Bee se anal ple geet tion 
ae om” 3 a i ee es a 5 ; t = ae de = Fo a ate Cae Pe ee 2 a 
, ; . 2 7 ‘ ais that 
. 7 * B state: 
offici: 
x « 
} : 
licen: 
ic Th 
F sist i 
mor j 
. fi ' B feller 
— pera, ' 5 indus 
i 2 2a “ih, ae = ay sale inal ety ee. i as ee. 9 = ; & m US 
- 2 o - Cpe) ga ess: oe Cee ee ee, fot ee a. Ey a 7° oe : ewe Ai * 7 ie ‘Dey 
Pasa - & oo = ah ae) ; ares eae ee = Ts ae a oe es + i = ety oe te oa ) @ Sizab 
Mo a a a, Te a = alates r th an ae SS ae ha Cha ot rs E i: oe: Mean < bane! aos Rg eG it . 
- o ae = ce oe 4 3 re ba a : * ia ; ak ae a ple cheers ag ee i roleok : vs 
F: io , i: 2 7. z & # F ! . a i = even 
- a = ame | ey 3 ig es ee ‘ a . : 
a ig ae J : = rz ae, ; 4 yy ECS 4 ; _ th is Se (| to se 
i oii oe? ee ss ‘ny ae CR RB aeeE ae oie ee ae Pl ee on a & 
: eta eos Soe ees i ae Pigspi dine * ae ees. ae. sme Ti Tags ese ee ae « 
: all pap 
‘ : avoid 
: i - = Py oy i. a - ie,” tS m2 
of : 4 = ail E . 3 : ™ | Fs 4 e : ‘ . =: . a ra a | 
~ b ed a ae gigi” foe ee” ~e ae! S. fis & P ‘ ae oo ae i = «ff == ’ 
‘. * be oo > an E in 


in 


¥ 


rr: ome 


BOF Advertisers’ Aid 
to Be Sought on 
Profiteer Rumors 


(Continued from Page 1) 
after the war, in addition to 
threatening hemisphere unity dur- 
ing critical months of the war. 


Prices Held Down 


While export prices have in- 
creased slightly, along with domes- 
tic prices, officials point out that 
this country has adhered strictly to 
the Rio agreement that price con- 
trol would be applied to goods 
shipped within the hemisphere. 

In many cases, it is pointed out, 
OPA and Foreign Economic Ad- 
ministration controls have resulted 
in prices which are the same or 
below prewar prices, despite in- 
creased cost of doing business. In 
all cases, export prices are com- 

ble to domestic prices. 

Advertisers supporting the 
Rockefeller committee in fighting 
this anti-American propaganda 
will find themselves with a diffi- 
cult problem, Capt. W. A. Ander- 
son, chief of advertising for the 
committee admits, but the solution 
is by no means impossib'e. Among 
the many methods of combatting 
the rumor, he suggests that copy- 
writers refer to the fact that export 
prices are fixed by government 
order. 
| The Brazilian government re- 

cently acted on its own to stop the 


rumor, issuing a statement that 
| skyhigh prices resulted from the 
domestic black market, and not 
from gouging by U. S. exporters. 
While Brazil could make such a 
statement, Capt. Anderson admits 
that such an approach would be 
indiscreet on the part of a North 
American firm. 


Increases Serious 


Price inflation in Latin America 
has been serious in all nations ex- 
cept Uruguay and Argentina. 
Others importing 50% of their 
needs from the United States have 
ceiling prices ranging from 20 to 
128% above 1939, and in most 
cases actual prices are much high- 
er than ceiling. Bolivia, for in- 
Stance, has ceilings 128% above 
1939, but merchandise generally 
sells at twice the ceiling. 

Chili has ceilings 89% above 
1939, Costa Rica 60%, Brazil 43%, 
Peru 42%. Mexico’s ceilings are 
58% above 1939 but actual prices 
are closer to 150%, and food alone 
is up 53% in Cuba. 

Export prices here are rigidly 
controlled by OPA _ regulations, 
which attempt to freeze prewar 
Margins. This margin has been in- 
creased slightly, however, to cover 
the increased cost of operating, in- 
cluding higher commissions to na- 
tive dealers, and the expense of 
dealing with government regula- 
Uons, such as the War Shipping 
Administration, Foreign Economic 
Administration and ODT. 


Additional Regulations 


In addition to the ceiling, ex- 
Porters are under further regula- 
ion from FEA, which requires 
that prices and justifications be 
stated on all export licenses. OPA 
Officials check the bulk of export 
licenses. 

_The appeal to advertisers to as- 
sist in fighting the profiteering ru- 
mor is not the first time the Rocke- 
feller committee has called on the 
industry. Since early in the war 
U. S. advertisers have maintained 
sizable budgets in Latin America 
an — they have no products 
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PAPER SALES YEAR BOOK 

GIVES ALL THE ANSWERS 
The one and only book of 
its kind! Detailed data on 
all Papers and paper products. Helps 
avoid waste. 458 pp. Only $7.50. 
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McGraw-Hill Papers 
to Use 35-lb. Stock 


All McGraw-Hill publications 
will change from 40- to 35-pound 
stock, as and if they can get it, 
Howard Ehrlich, executive vice- 
president of McGraw-Hill Pub- 
lishing Company, asserted last 
week. 

Business Week changed to 35- 
pound stock in May, he explained. 
The order in which the other pub- 
lications will adopt it has not been 
determined, but the largest books 
—among them Aviation, American 
Machinist, Factory and Electron- 
ics—would be first to do so. 


Burnett Shifts Hulsebus 


Herbert L. Hulsebus, account 
executive of Leo Burnett Com- 
pany, Chicago, has been placed in 
charge of Pacific Coast activities 
of the agency, with headquarters 
rR the recently opened Hollywood 
office. 


Craig to ‘Legion’ 
T. Roger Craig, recently dis- 
charged from the armed forces, 


has joined the eastern sales staff 
of American Legion Magazine. 


For a time shipping conditions 
made supplies of fatty acids and 
oils which go into soap making not 
too plentiful, and had soap adver- 
tisers carrying conservation notes 
in their ads, which they still do. 
Now, with storage space at a pre- 
mium for the vast surplus of eggs, 
the government has evacuated 
huge quantities of lard from its 
warehouses to make way for the 
eggs it purchased as a price-sup- 
porting measure. It’s no secret 
that millions of pounds of lard are 
being released to soap manufac- 
turers, and there is speculation 
envisaging a “soap blitz” of Eu- 
rope, in which small cakes of soap 
wrapped in propaganda leaflets 
will be rained on some of the 
Nazi-occupied countries. 

* * * 

Rumor has it that another 
standard-size New York daily will 
go to tabloid size Oct. 1. All the 
standard-size papers admit they’ve 
heard the rumor, but all vigor- 


ously deny that it has anything 
to do with them. 


* * * 


The latest WPB. print paper 
amendments, permitting use of 
1% tons per quarter for publica- 
tions which have no quota, may 
lead to a rash of new publications, 
especially in the business paper 
field. Many a would-be publisher 
will seize on the amendment as an 


opportunity to get his foot in the - 


door while the pickings are easy. 
* * * 


Rationing of public towels will 
be discussed by the Linen Supply 
Association of America at its an- 
nual conclave this week because 
textile supplies are barely ade- 
quate to meet demands. Barbers 
and beauty shop operators may be 
asked to support the suppliers’ 
textile conservation program, In- 
cidentally, watch for excitement 
on the napery front. Manufac- 
turers of napkins and table cloths, 


alarmed by increasing use of paper |" 


napkins and bare tables in restau- 
rants because of the laundry 
problem, are worried about post- 
war markets, and are giving seri- 
ous consideration to a sustained 
counter offensive. 


Prints in Afternoon 

The Daily Star-Herald, Scotts- 
bluff, Neb., a morning paper since 
1924, has changed to afternoon 
publication.. 


1170 BROADWAY 


NEW YORK 1 


columns. 


our circulation 
forced to adopt 


NEW YORK e 


pinch of newsprint rationing to some extent, 
but its effects on the Seattle Times have been 
extremely severe. Pacing Seattle’s wartime 
expansion, our circulation has increased 42 
per cent since 1941. It would climb still 
higher if unrestricted. 


Meantime, reflecting this area’s growing 
prosperity, there has been an almost unprec- 
edented demand for space in our advertising 


Because the War Production Board denied 
us additional tonnage commensurate with 


growth, the Times was 
drastic economy measures 


in all departments. We have long been ra- 
tioning advertising. So far this year we 
have had to decline 2,571,000 lines of local, 
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| Searrie Times | 


~ «Seattle, Washington 


AN IMPORTANT NOTICE TO OUR ADVERTISERS 


Most metropolitan newspapers have felt the national, and classified space. Combating 
the current trend, enforced losses in all class- 


ifications have been compulsory. 


Regardless of lost revenue the Seattle Times 
has maintained its editorial supremacy. 
That’s an obligation we can’t deny our read- 
ers or you, our advertisers. ' 


The Seattle Times is deeply grateful to 
agencies and advertisers for their sympa- 
thetic understanding of our critical news- 
print problem, for the consideration you 
have shown us so consistently during this 


emergency. 


We will continue serving you to the best of 
our ability today. We pledge you new 
a better-than-ever 


standards of service, 
paper “tomorrow”’. . 
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Lee to Buchanan 

Robert Lee, for 12 years public 
relations representative for Los 
Angeles Department of Water and 
Power, has joined the copy staff 
of Buchanan & Co., Los Angeles. 


WHO SAID RADIO 
CAN DO IT? 


lf you want to SELL the Negro market you 
have to REACH it effectively and econom- 
ically through their first line media THE 
NEGRO PRESS! Yes, perhaps you are over- 
looking the 7 billion dollars spent yearly by 
American Negroes. You'll be surprised at 
how’ easy it is to cover these spending mil- 
lions’ at a very low cost. Write today to 
Interstate United Newspapers, Inc., 545 Fifth 
Avenue, New York !7, New York and we'll 
send you some sotes profit-revealing facts 
about this growing field. 


Fuel Conservation 
Campaign Moves 
Into High Gear 


Washington, May 31.—-WPB 
gave the green signal today for the 
production of 950,000 heat control 
devices for residential and com- 
mercial users, as nine government 
agencies and a big segment of 
private industry opened a cam- 
paign to prepare the country for 
severe shortages of all fuels dur- 
ing the coming winter. 

Surpassing all fuel campaigns, 
the new “prepare for winter” ef- 
fort includes nationwide adver- 
tising by individual members of 
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106 weatherproofing industries al- 
lied in a fuel conservation group, 
a committee of 26 heat control in- 
dustry members, and the nation’s 
coal dealers, all tied together by a 
government program. 

Moving spirit within the gov- 
ernment in the campaign is the 
Solid Fuels Administration for 
War, which visualizes a shortage 
of 38,000,000 tons of coal during 
the 1944-45 winter, greatly com- 
plicating the problem, which for- 
merly was limited to fuel oil users. 
Since OPA and other agencies are 
involved, the campaign has been 
organized by the OWI, with Rich- 
ard D. Mathewson Jr., on leave as 
sales promotion manager of Scho- 
lastic Magazine, as program man- 
ager working under Brooks Darl- 
ington, deputy director of the do- 
mestic branch. 


Manpower Is the Key 


Crux of the campaign is that a 
shortage of coal, gas, oil and wood 
is inevitable because of the man- 
power shortage. The public is 
asked to make fuel last by 
weatherproofing houses and check- 
ing heating plants, and to help 
make maximum use of mine man- 
power by stocking up now on 
whatever coal the dealer can de- 
liver. 

The Solid Fuels Administration 
has asked Congress for $2,800,000 
to finance information and field 
activities in connection with the 
drive. The share of the ap- 
propriation earmarked for infor- 
mation would be used to provide 
material for the use of local coal 
dealers and others. No paid gov- 
ernment advertising is in prospect. 
Among the material which the 
government -will prepare are a 
series of newspaper advertise- 
ments, drawn up by the War. Ad- 
vertising Council task force 
agency, Sherman K. Ellis, and 
sponsored outdoor, car card, radio 
recordings, Doster and newsreel 
trailer tie-ups. 

Weatherproofing manufacturers, 
although buying no space as a 
group, are expected to top adver- 


tising budgets totaling $15,000,000 
which were largely used for these 
same purposes last year. 

The automatic controls indus- 
try, including 26 firms, recently 
formed a Fuel Conservation Coun- 
cil for War, headed by M. W. Crew 
of Perfex Corporation. Malcolm 
Lund, formerly OPA campaign 
manager for fuel conservation, 
now information director of Per- 
fex, is handling information for 
the committee. 

Information work will include 
the production of educational text- 
books on heat control devices for 
the use of government agencies, 
newspapers and business papers. 
Among industry members who 
will devote national advertising to 
the campaign are Minneapolis- 
Honeywell, which stresses “Pre- 
pare for Winter” on its national 
broadcasts from the Great Lakes 
Naval Training Center. Others 
will use local advertising through 
stores selling plumbing, heating 
devices, fuel, hardware and stok- 
ers. 


Some Shortages Seen 


In addition to improvement in 
the supply of heat control devices, 
the government reports that many 
weatherproofing materials will be 
plentiful, but points out that the 
manpower situation requires that 
home owners act now to prepare 
themselves for colder weather. The 
entire campaign will be in full 
swing shortly, as industry seeks 
to use the summer months to get 
a running start on home repairs, 
coal deliveries, and other details. 

According to an OWI survey, 
among weatherproofing materials, 
felt and wood weather stripping 
will be plentiful and easily avail- 
able in stores. There should be 
little difficulty in buying zinc for 
large doors and windows, but cop- 
per and rubber will not be on the 
market. Storm sashes will be 
available in areas where they are 
necessary. 

Asphalt roofing and mineral 
wool insulating materials will be 


plentiful, but manpower scarce. 


Kigency Billings 
Break Records; 
JWT Leading 


(Continued from Page 1) 
and Vimms (including the Fran 
Sinatra show) will add $2,000,009 
or more. Old Gold cigaret is now 
worth about $5,000,000. Amon 
other multi-million-dollar Thomp. 
son accounts are P. Ballantine 
Sons, Kraft Cheese Company 
Shell Oil Company, and Swifi 
& Co. 

Young & Rubicam, said to rank 
second to Thompson in billings 
may reach $50,000,000 in 1944 
Batten, Barton, Durstine & Osborn 
which did about $25,000,000 in 
1943, is now on about a $30,000. 
000-a-year basis. Others in this 
class include Foote, Cone & Beld- 
ing, which billed $27,500,000 last 
year and was generally conceded 
third place, and Ruthrauff & Ryan, 

American Association of Adver. 
tising Agencies has the “standings” 
of all leading agencies on file, but 
cannot release them. 


Pollock to Direct 
United Artists Ads 


Louis Pollock, formerly eastern 
advertising and publicity director 
of Universal Pictures, has been 
named director of advertising and 
publicity of United Artists Cor- 
poration, New York, succeeding 
Paul N. Lazarus Jr., now in the 
armed forces. 

Mr. Pollock has been heading 
United Artists’ advertising since 
Mr. Lazarus left two months ago, 


Gets Rodgers Hydraulic 


Rodgérs Hydraulic, Inc., maker 
of track presses for crawler type 
tractors, universal presses, etc., 
has placed its account with Mc- 
Cann-Erickson, Minneapolis, effec- 
tive Aug. 1. Allan Royse is ac- 


count executive. 
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WTAG listeners.” These are established 
features received direct on WTAG’s 
own short wave equipment. They fre- 


alities such as Mr. Churchill and Sir 
Anthony Eden, and other outstanding 


calling 


person- 
around. There’s every 
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Here at home WTAG’s Mobile Trans- 
mitter Unit covers news and makes 
news. A creative force of Producers, 
Musical Directors, Home Economists, 
Staff Writers, News Editors, and a 
Publicity Department function the clock 
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* of the greatest public services ren- ; NAB objected to the precise spell- throp Chemical Company. A lead- 
ler Withdraws dered by radio, it predicted the|ing out the rules for public discus- Stearns Becomes ing national advertiser, Sterling 
ee prohibition on sponsorship would|sions contained in the ‘bill, sug- » s spent about $10,500,000 in 1943 to 
result in deteriorating quality and | gesting instead, a brief amendment First Sterling promote its products. Among them 
amount of this service. to the present act requiring sta-|, P) P yi are Bayer aspirin, Phillips milk of 
ort for ew Such a ban would be a hardship |tions and networks to provide op- Ethical Unit magnesia, Dr. Lyon’s tooth pow- 
ll for small stations, NAB held, be-|portunity for both sides of a der, Fletcher’s Castopia, Molle 
cause “it is perhaps the only field | controversial issue “under substan-| New York, June 1.—Frederick|shaving cream, Energine cleaning 
ank B s in which they can compete on an|tially similar circumstances.” Stearns & Co., Detroit, will become fluid. { 7,) ; 
,000 q 10 a uj @ equal basis with the larger sta-| The memorandum was strongly|the first “ethical” house wholly| Stearns’ principal , advertised 
now tions,” and it would jeopardize the| opposed to writing the FCC mul-| owned by Sterling Drug, Inc., by product has been Astring-o-sol. 
ong — Page 1) small station’s ability to carry edu- | tiple ownership rules into law, and| action of Stearns’ board of direc- | This company.also makes a Nyal 
mp. (Continued from Page 1. cational, religious and civic pro-|to the proposal to put a ceiling of|tors at Detroit yesterday, voting|line, sold through certain drug 
e & inter. tog pen AB psig Ma hn grams. ri oo oy on nr power. ” to transfer its assets, business and stores. 
pme quickly emor - . praise e proposed “cease and| good will to Sterling. Common anteapemrtirag 
ny Pry as a result of the Wheeler! Would Affect Newspaper Costs [qesist” procedure, the reorganiza-| stockholders of Stearns are ex-|Diener to Burnett 
| guses on news broadcasts and| “Even major news services to-|tion of the Commission, and ac-| pected to approve it this month. _ 
. pmmentators. pict. tale day realize substantial revenue|cepted for the most part the plan A joint statement by E. Fanner, William L. Diener, who_ oper- 
rank In addition to these limitations |from hundreds of radio stations,”|to write the network regulations president of Stearns, and James ated. his own agency in Chicago 
‘at proadcasters, it spelled out the| NAB pointed out. “Without these|into law. Hill Jr., Sterling president, said: | for ten years, has joined Leo Bur- 
A. c’s network monopoly regula-|reyenues these news services would —_—_—_———_— “Sterling will pay 67,595 shares of | nett Company, Chicago, as account 
we ons and multiple ownership rules.| either retrench, or substantially T A int R its stock, on the basis of one share| executive. The Diener agency 
100, f his “effort to be fair to all,”| increase their charges to their re-| 4+WO ppoint Hoss of Sterling for two of Stearns| Will be dissolved. 
this nator Wheeler substituted cease | maining customers, the newspapers| Ross Advertising Service, St.|common. The latter stock has a 
eld. nd desist orders for the Commis-| of America.” Louis, has been appointed by| par value of $6, and 135,190 shares = 
last on’s death sentence over licenses,| On commentators, NAB  ob-|Stolze Lumber Company, Wood | are outstanding.” The transaction = 
eded ghibited the Commission from| jected to an arbitrary ban on “all| River, Ill., operating a chain of| would be effective on June 30. Manpower forlage ? 
van peulating program or business | discussions for fee,” conceding that’ retail lumber yards; and by Magic| The acquisition, Mr. Hill added, 
be atters, and, revised the FCC’s|these programs should be “well| Food Products Company, St. Louis, | “reflects Sterling’s determination Koss STEVE NS$ 
ings” pachinery: to provide for five com- balanced.” The memorandum sug- | producer of Magic. Dip, a-new.all- | to.expand in pharmaceutical man- 
| ee pissioners and a revolving chair-|gested that a “right of reply” | purpose prepared breading. News-|ufacture and research.” _ Radio and Newspaper Publishers | 
. banship. : would be adequate for the situa-| paper copy for the latter will be} Until now Sterling’s “ethical” Special Advertising Representative 
Setting forth its position on the| tion. * |released in St. Louis and Kansas|drug work has been primarily 6: Portemouth, WH. 
, NAB repeated that the need| In approaching “equal time,” | City in July. through a half interest in Win- Le — 
r legislation at this time “is vi- or es 
” but it made four key points 
ainst the proposed bill: 
stern [/1) There should be no prohibi- 
ector |, of sponsorship of news; (2) 
been [.oter restrictions are required on 
g and |. FCC’s power to control pro- ; 
Cor- }.ns and business policies; (3) 
eding ‘litical and public discussion on 
n the e air should not be restricted by 
ding Pdensome and impractical re- 
ading Jiements, and (4) a practical 
since Etutory right of reply is the best 
he aranty of fairness on the air. 
lic Compromise Unlikely 
maker }Though the NAB legislative 
r type jnmittee instructed Mr. Ryan 
_ ete, fd Mr. Elias to press for legisla- 
h Mc- fo, it was doubtful that Senator 
effec- fheeler would be willing to com- 
is ac- JPmise on many of these points, 


d almost certain that the indus- 
would be unable to get enough 
ength to overrule him in com- 
tee. 

e NAB document stressed the 
ed to keep the FCC from con- 
lling programs or business con- 
ct. To strengthen the bill in this 
pect, NAB said a special proviso 
pwing review of programs and 
ler matters ‘“‘in the public inter- 
”" when renewal of license is 
der consideration should be 
inated. 

lsewhere, the report recom- 
nded deletion of clauses ex- 
sing “the policy of Congress” 
it licensees encourage full dis- 
sions, and a number of other 
gs, including: “Improve pro- 
m standards by giving attention 
type and form of commercial 
grams and foster fewer com- 
relal announcements and better 4 a 


Sees Program Interference | bea nse ills _ b 


Broadcasters concur heartily in 
Objectives set forth in these 
tions,” the report said, but the 

stry feared that the section , 
ld be interpreted as a mandate a oe ae 
review program performance. 
Program standards can not be 
ee a statutory Sachers- 
h, said. Who, it asked, P ™ . 
fo determine under what cir- Every page in SECRETS is a subtle stimulant 
stances are commercial an- 


rements “too frequent or ex- —making 750,000 women “beauty-conscious.” 


he industry stood squarely 
ist the ban on sponsored news 
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SECRETS dramatized self-improvement program 


‘commentators. Asserting that . ° ; ; i 
S Sregramming represents one is exerting an overwhelming influence upon its 
youthful, active audience of married women— 
LOOK IT UP ‘ telling them—showing them—how to use the 
in 


WC the M ARKET p AT 2 BOOK! things they need for beauty and charm. 


But SECRETS self-improvement program goes 
beyond guiding them to personal beauty. It 


creates a self-improvement consciousness that i, 
covers their homes and families, too. Your prod- 
ucts find SECRETS a conditioned market, wait- 
CONSUMER uenuee EDITION ing to buy. The Magazine of Dramatized Self-Improvement ill 
WUSINESS PUBLICATIONS EDITION #o 
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Paper Still Tight, 
But Outlook Is 
More Favorable 


Washington, June 1.—The news- 
paper industry advisory committee 
will meet here next week to act on 
proposed amendments straighten- 
ing out appeals regulations under 
their limitation order, and perhaps 
to learn whether the industry will 
be allowed to continue another 
quarter without adjustments in 
paper allowances. 

Latest reports on pulpwood pro- 
duction encouraged the possibility 
that no further cuts would be rec- 
ommended this quarter, although 
unrevealed military requirements 
remained a troublesome factor. 


Recently, for instance, 32,500,000 
board feet of hemlock and balsam 
pulp was released by the Canadian 
government “on the highest essen- 
tiality of production for direct mil- 
itary uses,” and WPB officials 
pledged that, come what may for 
domestic paper and containers, all 
military requirements would be 
met. 


May Avoid Cut 


Some weeks ago, an additional 
10% cut seemed probable in view 
of the crisis in containers, co- 
claimants for the sparse pulpwood 
supply. While pulp remains short, 
particularly because of bad weath- 
er in the South, recent reports 
show that receipts in April were 
19.5% above a year ago. April, 
1943 was an abnormally bad 
month, but receipts were 6.2% 
above April, 1942, which was a 
normal month. Even so, April re- 
ceipts failed to meet actual needs 
for domestic wood for that period, 


SAN DIEGO has balance, 


San DIEGO is not a “war 


baby.” This area has in- 
creased in population every 
census since 1900, never less 
than 38%! (another 100% in 
the last three years). The 
basic factors of wealth re- 
main - plus a metropolitan 
population of industrial im- 
portance, estimated last Fall 
at 443,700 (OPA). Reach 
these San Diegans through 
124,000 daily Unions and 
Tribune-Suns, or over 95,000 
Sunday Unions! Schedules 
accepted subject to space 
availability and 1,000 line ad 
maximum. 


RECENT DATA 


Effective buying income: $2,016 per 
capita (83% above national aver- 
age). Retail sales per capita: $492 
(73% above national average). San 
Diego is a 5.2 times better market 
than in 1936! (Sources: SM, except 
population and circulation figures) 


REPRESENTED NATIONALLY 


By WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver + 
Portland «+ San Francisco + 


Seattle 
Los Augeles 
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TRIBUNE - SUN 


Union-Tribune Publishing Co. 
San Diego 1, California 


according to James L. Madden, in 
charge of pulpwood for WPB. 
Members of the glass container 
manufacturers industry advisory 
committee were told, moreover, 
that pulp production in the second 
half of this year will equal 1942’s 
peak figure, but the supply will 
still be short because the military 
takes 50% of kraft pulp overseas. 


Salvage Is Key 


Pointing out that salvage news- 
print is raw material to paper 
board manufacturers, WPB Chair- 
man Donald Nelson told the Tru- 
man committee that if all news- 
print could be salvaged, WPB 
would not worry particularly how 
much was used. 

Efforts to salvage paper and car- 
tons received a definite stimulus 
when the Army, user of 40% of 
fiber cartons currently produced, 
promised to return waste paper 
and fiber boxes shipped to two 
combat areas. Officials hailed the 
agreement “as a great aid.” 

Pulp producers also had good 
news when the War Manpower 
Commission classified logging and 
lumbering as “urgent” industries, 
assuring the woods first call on 
labor. Harold Boeschenstein, di- 
rector of the WPB forest products 
division, said new draft regula- 
tions, providing deferment for 
older men in essential industries, 
had already reacted favorably on 
woods labor. 

On the other hand, the glass 
container group decided against a 
possible increase of production 
until its container board problem 
can be solved. It is also estimated 
that demand for fiber shipping 
containers during the second quar- 
ter will total 1,400,000 tons, while 
oy would be about 1,100,000 
ons. 


NEW WPB PERSONNEL 


Washington, May 31. — Meiric 
Dutton was named assistant direc- 
tor of the WPB printing and pub- 
lishing division today, and Robert 
D. Ross was appointed to admin- 
ister the commercial printing or- 
der (L-241), in place of Philip 
Schneider, who has accepted a 
commission in the Marine Corps. 

In addition, Joseph A. Murray 
has been appointed to handle pri- 
orities and CMP activities for the 
division. : 

Mr. Dutton, who has had 21 
years’ experience in- book, com- 
mercial, rotary printing and maga- 
zine design, will be.an administra- 
tive assistant to Arthur R. Trea- 
nor, chief of the divison. Mr. Ross, 
who had been a consultant with 
the division for six months, was 
connected with R. R. Donnelley & 
Sons Company, Chicago. 


N. Y. DRIVE BEGINS 


New York, June 1.—One hun- 
dred magazine salesmen, working 
in a waste paper salvage plan of 
Periodical Publishers National 
Committee, will receive instruc- 
tions at a meeting in WPB’s offices 
in the Empire State building to- 
morrow for their parts in a drive 
to collect at least 100,000 tons of 
idle paper from the bigger build- 
ings of Manhattan. 

Each man will be in charge of 
one business building. He will 
persuade tenants to release to the 
salvage drive unneeded paper in 
files, vaults, etc. Contents of build- 
ing waste paper baskets already 
are being sorted and put to work. 


One hundred other magazine 


WAC PAIR—Harold B. Thomas, left, 
vice-president of Sterling Drug, Inc., 
has been elected chairman of the War 
Advertising Council, succeeding Ches- 
ter J. LaRoche, Blue Network exec- 


utive committee chairman, who was 
named a Council director (AA, 
May 29). 


men may be put to work in this 
city later. The building program 
here will be used as a basis for 
similar campaigns in other cities. 
The magazine men here will be 
directed by Clifford S. Bailey of 
Cosmopolitan, member of the cen- 
tral committee of PPNC in charge 
of District 2 (New York), and will 
cooperate with Paul W. Zeck- 
hausen, executive secretary of 
WPB’s salvage division at New 
York; Maurice Spear, New York 
Realty Board, and Walter Merrill, 
director of the New York City 
Newspaper Publishers waste paper 
salvage committee. 

By Monday, June 5, said Wil- 
liam B. Carr, chairman of the 
PPNC central committee, 350 
magazine men will be working on 
waste paper in various communi- 
ties. Altogether, 1,000 magazine 
men are expected to devote one- 
fourth of their time in the next 
three months to waste paper salv- 
age work in 22 states. 


Advertising Age, June 5, Iggraverrss' 

NEW CUTS ON WAY - 

New York, May 31.—With efal 
nation’s waste paper salvage ca 
paign only a limited success 5 
W. Hovey, director of the wr | | 
paper division, warned ciyjjj n y 
yesterday that new orders wo 
reduce still further their use 
bags, boxes, containers and ms mn In' 
types of paper, and urged ho 
holders to save more waste pap 

Speaking at the convention, 
the National Association of phi 
chasing Agents, Mr. Hovey 
that if waste paper had not bedbiati 
used at the current rate of 6509 
tons per month, the situati, 
would have been even more criih 
cal. He declared that qa |} 
number of mills will be out; 
wood by the end of the year » 
that if the industry fails to ty 
the corner in pulpwood prody 
tion, the outlook ahead is going thelli 
be difficult. ' 

Mr. Hovey said there are 
wood inventories in the Sout, 
while in the Northeast mills yj 
end the year with inventories rufi, 
ning from zero to three month 
supply, compared to an averag 
inventory of 12 to 15 months’ oy 
ply normally carried. 

He said that paper mills hay 
reached the bottom of the barra 
and are operating on a hand-t, 
mouth basis. 

“New WPB orders that will } 
out soon are going to limit drasti 
ally production of certain clagsa 
of paper,” Mr. Hovey said, “The 
are necessary to take care of th 
Army’s needs and I’m asking yo 
not to compete with the Army 
OFFERS PRIZES 

Chicago, May 31.—In support « 
the paper salvage drive, Industri 
Publications, Inc., is offering read 
ers of its four publications—Bri¢ 
& Clay Record, Building Supp} 
News, Ceramic Industry and Praq 
tical Builder —a $100 mon 
prize for the best paper savin 
plan submitted. 

Pointing out that more th; 
700,000 different items shipped 
overseas are protected by papd 
H. H. Rosenberg, publisher, unde 
scores the seriousness of the paj 
shortage in calling for a salve 
plan. 


but limited ' " 


-+.Standard year after year 
with many of the best known 
companies in American Indus- 
try, because Beaverhide #41 
is TOUGH — HARD WEAR. 
ING — INEXPENSIVE and it 
“dresses up" well, 

...capacities '/2 inch to 1'/2 inches 
with standard embossing, your own 
stamping, or plain. Available material 
is decidedly limited and deliveries are 
slower... send for samples, now. 


Your Own Design 


Beaverhide #41 Ring Binders 


Standard Embossi 


Many other types of folders 
covers can be made to your specific 
tions—including Swing-O-Ring, ace 
dion, sewn wing, etc. Let us know 
requirements, 


BEAVERITE PRODUCTS, INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


~ Catalog Covers, Ring Binders, Proposal Covers for Looseleaf 
a and for Mechanical Binding 


He’s quite a guy. 


the war up to the hilt. 


His analysis of the war news packs a 
clarion-like authority because he’s been in 


He lived in North Africa with the British 
8th Army. He went out on a landing barge 
when the Commandos raided Dieppe. He 
broadcast to the U.S. the first thousand 
English plane raid over Germany. 


He said Turkey wouldn’t join the Allies 
. . . three months before Churchill admit- 
ted failure in the House of Commons. He 


lan Ross MacFarlane 


We'd like to have you meet a new kind 
of news analyst . . . Ian Ross MacFarlane. 


Ian Ross 


had Franco’s number, too, before England 
made its decision to favor Spain. 


During the past 20 years he has live 
closer to the countries and the people # 
Europe, about whom he talks, than probt 
bly any other commentator on the air today: 


W-I-T-H exclusively. 


S 


Tom Tinsley, 
President 


MacFarlane broadcasts @ 


WETH 


BALTIMORE, MD. 


Represented Na tional 
by Headley-Reed 
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in Retailers to Sell 
<wanly War Bonds 
‘spn Invasion Day 


tion | New York, June 1.—Both Assso- 
of Pyiation of National Advertisers. and 
yey g@National Retail Dry Goods Asso- 
not bedpiation will include in their next 
f 650,inember bulletins the recent state- 
Situati@inent by Elmer Davis, director of 
re critfi)wI, on how advertisers should 
a lamonduct themselves on D-Day. 

> out @ Stores throughout the country, 
year awweRDGA will say, have announced 
| to that “the minute the news of the 
Produnvasion is received they will cease 
going Melling all merchandise and sell 
mly war bonds and stamps for the 
- are nemainder of that day. If the 
e Soutpvasion happens at night, the 
nills wilkame procedure will be carried 
ries rufihrough on the following day. 
monthgyour local War Finance Commit- 


tee probably has plans already set 
up. . . It might be well to have 
your advertising department check 
with local newspapers for their 
plans for handling advertising on 
Invasion Day.” 

NRDGA also is offering to mem- 
ber department stores campaigns 
on D-Day and V-Day developed 
by D. H. Holmes Company, New 
Orleans store. 

Some newspapers will not carry 
copy on D-Day. 

Mr. Davis emphasized “the deep 
psychological and emotional im- 
pact this tremendous effort has on 
the people of America,” and asked 
advertisers not to exploit D-Day. 
Because of the probability that 
D-Day may come this month, dur- 
ing the 5th War Loan drive, many 
advertisers may adapt their war 
bond copy to the invasion and to 
the progress the Allied forces are 
making in it. 


Names Davis 

Better Farms, Pulaski, N. Y., has 
appointed Ray H. Davis, Chicago, 
as its midwestern representative. 


GENERAL-USE POSTER — This 
color 20 by 28 inch poster is being 
mailed to 1,000,000 retailers by the re- 
tail stores section, War Finance Divi- 
sion, Treasury Department, for use in 


full- 


the 5th War Loan drive. Stores also 

will use point-of-sale posters, window 

streamers, award banners and employe 
citations during the campaign. 
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IN WISCONSIL / 


YOU SHOULD 


OR 8 years Don Wirth has been 

doing just about everything in radio 
in Wisconsin! 
dio in all its phases—program, produc- 
tion and commercial—and he’s learned 
it from practical experience on stations 
in the state, including Milwaukee, Mad- 
ison, Manitowoc, Marinette and Sheboy- 
Armed with this valuable experi- 
ence, Don became managing director of 
THE WISCONSIN NETWORK — 8 
home town stations that sell Wisconsin. 
Don is young, ambitious and experi- 
enced. He has the “know how” to help 


He knows Wisconsin ra- 


roblem in Wis- 


Get to know Don Wirth soon. 


| Sheboygan 

¢ speaks —, _ you with your sales 

know wren You'll like him! 
een ou e him! 


13 WISCONSIK@MMETWORK, Inc. 
— 


MAIN GFFICE--WISCORSI® RAPIDS, WISCONSIN 
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‘Seattle Times’ 
Forced to Make 
Drastic Ad Cuts 


Seattle, May 31.—In one of the 
most drastic curtailments of ad- 
vertising yet announced by any 
newspaper, the Seattle Times Fri- 
day announced that it was imme- 
diately reducing its Saturday edi- 
tion to 8 pages, Mondays: to 12, 
Tuesdays and Wednesdays 16, 
Thursdays 22, Fridays 18. The 
news section of the Sunday issue 
will be limited to 28 pages. 

These maximums apply from 
May 27 to June 30, and represent 
drastic cuts over last year, due 
entirely, according to the Times, 
to the WPB’s failure to allot suffi- 
cient ex-quota paper to handle a 
42% increase in circulation over 
the base year 1941. Ex-quota 
grants have been cut continually 
in each successive quarter, accord- 
ing to H. H. Cahill, general man- 
ager, “and as of May 27, with 74% 
weeks of the second quarter 
already passed, no Official word 
has been received as to what, if 
any, ex-quota tonnage will be 
allotted.” 

The Times has informed adver- 
tisers that it will be necessary to 
reduce their space for June by 
60% from June, 1943, figures. The 
Saturday paper will carry no ad- 
vertising other than small church 
and amusement directories and 
funeral announcements. Even the 
editorial page and all columnists 
will be eliminated. 

Times circulation in 1941 was 
114,584 weekdays and 142,768 on 


and 204,000 Sunday. “Actually,” 
says Mr. Cahill, “the Times is 
serving 162,000 readers at the 
present time with only 85% of the 
tonnage used in serving the 114,- 
000 net paid circulation in the 
1941 base period.” 


Roy Leaves ‘Collier's’ 
Clarence Roy, for 12 years asso- 


the editorial staff of Medical Eco- 
nomics, Rutherford, N. J. 


‘THE COMPLETE, 
| CENTRAL OHIO STOR' 
ON REQUEST 


THE DISPATCH - COLUMBUS; OHIO 
Mes / “e 


Sunday; now it is 162,000 daily 


ciate editor of Collier’s, has joined 


Food Campaigns 
Must Continue, 
Is OWI Warning 


Washington, May 31.— Victory 
gardens and labor recruiting for 
farms and canneries remain crit- 
ical wartime campaigns, OWI 
campaign officials reiterated to- 
day, after a careful resurvey of 
their “Food Fights for Freedom” 
program effort in the light of 
OPA’s sudden suspension of point 
rationing on virtually all meats. 

Completely embarrassed by the 
rationing *holiday, which appeared 
to wash away the entire “eat it up, 
wear it out, make it do” publicity 
which has poured out of OWI for 
many months, officials were recon- 
ciled to the fact that the sus- 
pension was only temporary, and 
the return of rationing was ahead. 

A report by Maurice Hanson, 
OWI deputy, said our food supply 
in general is good today and 
should remain so for the next sev- 
eral months; meat supplies will 
be adequate for several months, 
although not all kinds will be 
available; fresh vegetables, fruits, 
milk, eggs, poultry, fats and oils 
will be adequate; however, sugar 
and the fresh vegetable pack will 
be short and the supply of canned 
fruits and juices will necessitate 
rationing. 

Mr. Hanson said “our present 
food situation is as good as it is 
because within the last year 
people all along the food line from 
the plow to the plate did a good 
job of growing more food, conserv- 
ing more food, and sharing their 
food.” 

For the future, Mr. Hanson said, 
4,000,000 volunteer workers will 
be needed to get in this year’s 
harvest, for farm population is at 
a 30-year low, and this year’s 
goals call for the largest crop ever 
planted and record-breaking live- 
stock herds. 

To continue the good work on 
the food front, he said 750,000 vol- 
unteers are needed for part-time 
work in canneries, and 22,000,000 
Victory gardens must be seen 
through to harvest. 

Housewives must do a bigger 
job of canning fruits and vege- 
tables this year, for the 1944-45 
supply of commercial canned 
goods for civilians will be the 
shortest in years, he. said. The 
OWI also urged that collection of 
waste kitchen fats be pressed. 


N.Y. Retail-Owned 
Food Co-op Pushes 


National Brands 


New York, June 1.—New York 
State Food Merchants Association 
will organize a central . buying 
agency to serve 16 local groups of 
retail grocers and to concentrate 
on nationally-advertised brands, 
A. F. Guckenheimer, executive 
secretary, announced: today. The 
new retailer-owned buying agency 
will be named at the association’s 
convention at Saratoga Springs, 
Aug. 6-9. 

The agency, he added, will ad- 
vertise and will supervise the local 
groups, which do a combined esti- 
mated business of $12,000,000 a 
year. The advertising not only 
would enlist grocers but would tell 
consumers of values at member 
stores. Ads would be signed both 
by the central unit and local 
groups. An advertising agency 
may be chosen. 

The buying agency, it is planned, 
would assemble and combine or- 
ders of the local groups for more 
favorable prices. Purchases, pre- 
viously limited to dry groceries, 
would include fresh fruits and 
vegetables and dairy products. 

In 1903, 16 grocers in Brooklyn 
contributed $400 each to form the 
Harlem Exchange, which later 
became the Manhattan Grocery 
Company. Since 1911 the cooper- 
ative buying trend has spread 
through the state. 

Major features of the associa- 
tiom’s plan, outlined last Decem- 
ber, are that units must have at 
least 40 members; paid-in capital 
must not be less than $15,000, and 
preferably should be $25,000; only 
active grocers may own voting 
stock, with each member limited 
to one vote. 


STEPPED ON, BUT IT'S 
FOR THE GOOD OF 
THE HOTEL BUSINESS 


DOES THE HOTEL INDUSTRY THINK 


THIS IS GOING ON FOREVER? 


I 
78,34!. 
ance : 


! In July Hotel Management is 
first study of its kind—a thorou h 
analysis of 250-room Hotel Seminole, 
Jacksonville, Florida, stressing that 
despite war-boom business, there’s a 
buyer’s market on way... and men 
like J. B. Pound, President, and Gar- 
nett Andrews, Assistant to President, 
of efficiently operated Seminole, are 

nning for it now.. 


YOUR TOES MAY BE 


Another Big Reason Why Adver- 
tisers Who Plan to Sell America’s 
Postwar Rehabilitation Hotel Mar- 
ket, Should Start Selling It Today. 


N publishing, there are no tie- 
I scores. In every industry covered 
by business magazines, one alone 
stands out. 


Nowhere is this more strikingly evi- 
dent than in the hotel industry, in 


recognized as the outstanding leader 
—the magazine hotel men read for 
profitable ideas, even when “there’s 
a@ war on.” 


Latest demonstration of Hotel Man- 
agement’s thoughtful, constructive 
editing is the July issue—containing 
a realistic feature destined to set 
hundreds of hotel men to thinking. 
The twin pictures above tell the 
story. And amazingly enough, this 
case is not exceptional. Instead, it is 
typical of what is going on through- 
out the hotel industry. And, unless 
heeded, it spells “Danger” to us! 


We’re risking temporary displeasure, 
in some quarters, in revealing the 
true, blunt facts. But we believe we 
are rendering a needed service to the 
thousands of hotel men who, har- 
assed beyond belief by wartime con- 
ditions, are actually too busy to think 
today about good business today, 
which may not be “good business” 
tomorrow, “ 


You owe it to yourself to read this 
story. It tells you far more than the 
subject it so outspokenly handles; it 
lays before you the tremendous scope 
of America’s vast postwar hotel mar- 
ket ... ready to spend millions be- 
cause hotels need literally every- 
thing, and can buy only a few re- 
placements now. Start advertising to 
this enormous market—in the maga- 
mee that not only covers it but sells 


——e~ - aaa 


The Ahrens Publishing Company has 
developed a definite postwar hotel 
program, based on two fundamen- 
tals: 


1.The hotel owner must be pre- 
pared to combat the building of 
unnecessary commercial hotels in 
many communities 


2.The hotel owner must face the 
‘fact that there will be an impetus 
to the building of modern roadside 
hotels 
The elaboration of this program, and 
certain ©. “$s answers, were pre- 
sented for the first time by James S: 
Warren, Editor of Hotel Manage- 
ment, at the New Jersey State Hotel 
Association convention on May 2. 
Send for your copy. 


AHRENS PUBLICATIONS 


HOTEL MANAGEMENT 


RESTAURANT MANAGEMENT 
HOTEL WORLD-REVIEW 


71 Vanderbilt Avenue, New York 17, M. Y. 
333 North Michigan Avenue, Chicago 1, il. 
Representatives: Blanchard-Nichols-Osborn, 
805 C & S National Bank Bidg., Atlanta 3, 


Ga.; Blanchard-Nichols, 100 Bush St., San 
Francisco 4, Calif. ; Blanchard-Nichols, 448 


South Hill St., Los Angeles 13, Calif. 


which Hotel Management is widely - 
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Courtesy A. F. B. F ., cartoon by Duvoisin-Brevannes Studio 
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. * |) RORTUNE—The Magotine of Management—is a study of business for the enlightenment of management men. 85% of FORTUNE's 175,000 
Fi subscribers are management men—and survey after survey shows that in FORTUNE the advertiser reaches 


FORTUNE 


JUNE - 1944 


THE FARM BUREAU 


THE FARMER has learned that to be strong in Washington he 
needs more than a good cause. He also needs a good lobby. The 
American Farm Bureau Federation is the best lobby he ever had 
and probably the best—certainly the most unique—lobby in the 
business. It is, as its detractors never tire of pointing out, a 
private lobby sponsored and supported by the government it 
seeks to influence. For the Bureau locally is the official and un- 
official sponsor of the federal-state Extension Service—the 


county-agent system. 


TO MANAGEMENT, the Farm Bureau’s vote-getting methods 
are significant. For the Farm Bureau nearly always gets what it 


Page 156 


goes after. 


JUNE: THE FORD HERITAGE * GAS TURBINE: PRIME MOVER * 
MR. ICKES’ ARABIAN NIGHTS * THE REPUBLICAN RACE *« THE 
BRITISH LOOK AT RUSSIA * THE FORTUNE SURVEY 


management more certainly, more effectively and more economically than in any other magazine. 
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Revertising Age, June 5, 1944 


Let’s bring him home quicker! 


Now more than ever the enemy wants te learn out Loase talk can lengthen the war. Se ~ whatever you : 
war plant -and citoris. H's hos ome hope af staving har, whatever you know, wharever you earn, dons 
Bddeat, Don’t help hin—dont let ip on your tet it get to the ememy. Keep at wider yowr Stvtoon. 
viplance ane bit past because eictory smems cestatn. pet 
eery day by which this war is shortened will save atc di acegage amie Pag gar tee 
dwamnds of liens. Loose tal in sit! dangeretns ee ee % 
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HITTING HARDER THAN EVER—John B. Stetson Co.'s anti-loose talk cam- 
paign, already an outstanding success in aiding the war effort while keeping 
dealer and public good will, is being given greater emphasis than ever. This 
is the latest in the national magazine series. (Story on Page 38.) 


Ready when bailding starts again! 


rors . Pe tere 4 


POSTWAR BID—With this extra color spread in business publications serving 

architects and builders, E. L. Bruce Co., Memphis, has launched a new series 

of ads stimulating” interest in postwar use of streamline flooring "with the new 

Hamilton Advertising Agency, Chicago, handles the 
account. 


Bruce finish.” J. R. 


SAME AD MANAGER—SAME AGENCY—Marking 20 years of continuous 
*gency-client relationship, longtime members of McCann-Erickson's Cleveland 

ce met with officials of the Perfection Stove Co. advertising staff on Norman 
- Olds’ 20th anniversary as ad manager of the company. Left to right are: 
» M, Rairigh, McC-E production manager; R. T. Klagstad, McC-E media man- 
*ger; W. H. Simmons, McC-E account manager; Mr. Olds; R. C. McCormick, 
McC-E service director; A. A. Sommer, McC-E vice-president; C. A. Thompson, 
assistant advertising manager of Perfection; and J. A. O'Neill, McC-E 

copy chief. 


. See ae 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


- YOU CAN GET 


A COOLERATOR NOW — 


ON SALE! — Coolerator Co., Duluth, 

which will invade the postwar electric 

refrigerator and home freezer fields, 

is using this national magazine copy to 

market its war model ice refrigerator. 

BBDO, Chicago, is the agency. (Story 
on Page 35.) 


AT POINT-OF-SALE—In red, white 

and blue, this poster carrying the 5th 

War Loan insignia is being issued to 
retail “agents” of Uncle Sam. 


4’ 
i 
y 


LETS ALLs 
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STARTS BANK 'FORUM'—At the first of series of weekly broadcasts titled 
“Citizens Forum," sponsored by Citizens National Trust & Savings Bank, Los 
Angeles, over KNX are, left to right, standing: Hal Hudson, CBS producer; 
Robert M. Hixson, president, Hixson-O'Donnell Advertising; F. D. LeBold, vice- 
president, and John R. Christie, director of advertising, Citizens National 
Bank; A. Lockman, CBS representative; seated: Dr. Arthur G. Coons, dean of 
the faculty and professor of economics, Occidental College; Dr. Frederick P. 
Woellner, moderator, professor of psychology, U.C.L.A.; Sumner Spaulding, 
architect and city planning authority; Don Thomas, managing director, South- 
ern California All-Year Club; and Manchester Boddy, publisher, Los Angeles 
Daily News. ‘ 
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Munsingwear 


The only underwear with the STRETCHY-SEAT 
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Munsingwear 


the only underwear with the STRETCHY-SEAT 


4 


INSTRUCTION PROVES POPULAR—Here are two of the series of current 

magazine advertisements which Munsingwear, Inc., Minneapolis, has discovered 

is an excellent attention-getter. In each case, the top illustration shows men 

the right and easiest ways to do simple everyday jobs, based on National Safety 

Council facts. The Munsingwear story follows naturally along with the bottom 

illustration. The manufacturer is offering retail stores tie-in newspaper mats and 
display cards for their use locally. 


4 


APPEALS TO YOUNG AND OLD—Adapting its citizen soldier theme to the drive to enroll more people in essential home 


front activities, Tide Water Associated Oil 
\ 


Co. is displaying this 24-sheet poster in seven western states. Buchanan & Co., 
San. Francisco, is the agency. 
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Navy bombing raids start here— Liberator modification line at Goodyear Aircraft 


Arizona Fights in the Air Today 
to Lead in the Air Tomorrow 


HEN Navy bomber fleets blast the Japs — and 
\ in days to come smash Tokyo — Arizona can 


feel a special pride. 


For thousands of Arizonians are playing a vital 
part in these great raids. Many big bombers go to 
the front direct from Goodyear Aircraft where the 
Liberators get their final modification for battle. 


In them are Alcoa aluminum made in Phoenix, and 
Arizona copper mined with equipment fabricated 
by Allison Steel. They carry equipment built by 
AiResearch, and parts assembled by numerous local 
industries. 


IT TAKES TWO KINDS 
~ OF RESEARCH 

TO PROVE A 

PRODUCT 


One is scientific research. Goodyear does that in its 
great Akron laboratory, the largest in the rubber in- 
dustry. The other is engineering research in the plant 
and in the field to test the quality of the product under 
actual service conditions. Goodyear does that here in 
the Valley, on the Test Fleet and at Goodyear Farms. 


MORE EOPLE RIDE ON 


Whole squadrons, too, are crewed or escorted by 
daring youngsters trained here on nearby fields, 
among them many of our own sons who carry on 
the traditions of the great Frank Luke. 


Providing these lads with the world’s finest aircraft 
is a task nearest to all our hearts — to speed victory 
and their safe return. And in building such air- 
planes we are building for the future as well. 


Here in this sun-drenched valley, distant from the 
sea, is one of the nation’s ideal permanent centers 
for the aircraft industry. Here we have metals and 
power at our doorstep. 


Hear Goodyear’s Great Radio Show 


WALTER PIDGEON in “The Star and the Story” — 


6:00 P M.—Sunday evenings—KOY 


Here we have twelve months of sunshine, ceiling 
unlimited, that permits year-round training of pilots 
and crews. Arizona's fields can supply all the air- 
men needed to keep America first in the peacetime 
skies. 


In the past three years the groundwork has been 
laid for the realization of all this. Let us keep work- 
ing together to make it come true. 


Arizona can be a leader in the air, and twenty-seven 


years here in the Valley have convinced Goodyear. 


that little is impossible when Arizonians set a 


goal. 


GOODYEAR ACTIVITIES IN ARIZONA: The Goodyear Tire 
& Rubber Company + Goodyear Farms * Goodyear Aircraft 
Corporation + Goodyear Tire Testing Station * Wigwam 


Guest Ranch. 
a 
The new Goodyeo 
SYNTHETIC RUBBER TIRE 
—the finest example of the ot 
GOODVEAR TIRES THAN ON ANY 
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